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Dotheboys Hall doesn’t take Punch 


A few gaunt colleges believe in the sinfulness of laughter, and hence in the 
devilish influence of Punch. The more enlightened or expensive publi¢ schools have their libraries littered 
with copies which are read from cover to cover by just the type of boy or girl who will grow 
up to be a “monied reader”. Modern families are small but united 
. . for every child add two Punch-reading parents, with a brace of like minded uncles and 
aunts . . . and you begin to understand why independent surveys declare that Punch’s influence 
among the influential runs into a readership of millions. 


... pervasive ... persuasive 


GOES FARTHER THAN FIGURES 
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TO THE 


LETTERS 


EDITOR 


Freelance P.R. Men 
‘Extremely Helpful 


Sin,—Mr. Sidney Rogerson is 
to be congratulated on his forth- 
right article in last week's 
ADVERTISER'S WEEKLY. His bold 
sweeping away of the cobwebs 
»™ surrounding public relations and 

' his breaking down of some of the 
barriers erected by its practi- 
tioners is long overdue. 

It is a pity, therefore, that Mr. 
Rogerson should spoil an other- 
wise fine article—and argument— 
by the misinformation and 
bigotry contained in his statement 
that it is difficult to understand 
how the “new” public relations 
counsel who work outside the re- 
taining organisation can offer 
anything more than a direct or 
indirect service in —. 

As a publicist I have found 
many of these “free-lance” pub- 
lic relations men extremely help- 
ful, and at times far more in 
touch with the public than the 
full-time, “inside” P.R.O., whose 
outlook is so often inclined to 
have such definite restrictions. 

PETER HOPE LUMLEY, 
15 Savile Row, W.1. 


Reducing Their 


Column Width 


Sim,-In a recent issue you 
listed a few Indian papers which 
have decided to their 
column width. 

Recently the Indian and 
Eastern Newspaper Society 
passed a meshaien to the effect 
that all member papers should 
reduce their column width to 114 
ems or 12 ems from July 1. This 
resolution is mandatory in 
character and the only discretion 
allowed to members is in respect 
of the two sizes mentioned, viz. 
114 ems or 12 ems, 

T. PARAMESHWAR, 
Amrita Bazar Patrika. 
28 Southampton Street, W.C.2. 


Cancel Clause Exists Because 
Publishers Are Apathetic 


Sm.—Not one of your readers 
has yet advanced convincing 
arguments against the case you 
allowed me to make on May 3 
for a concerted decision by pub- 
lishers that they will no longer 
recognise the unilateral right of 
an advertiser or his agent to 
cancel space which has been 
booked and accepted. 

Mr. W. H. Goodchild’s com- 
ment was valid in principle but 
not in practice, since every order 
issued by an agency now carries 
a clause stipulating the right to 
cancel at any time. That clause 
owes its existence simply and 
solely to the fact that publishers 
have been too apathetic to get 
together and agree to decline all 
advertising offered on such terms. 

If the ‘publisher acknowledges 
such an order by a printed form 
of his own stating that the con- 
tract is accepted only on condi- 
tion that it cannot be cancelled 
without his specific consent—an 
entirely reasonable attitude, 
which rules in every other trade 
——a wrangle promptly ensues, the 
ageat Pleading “the custom of the 
trade.” ,Tolerance of that one- 
sided custom by publishers is, I 
say, folly; the sensible procedure 
for publishers would be to change 
that custom by refusing to 
countenance. space contracts 
which, from the agent’s stand- 
point, are equivalent to “heads I 
win, tails you lose.” 

Mr. Goodchild asks ‘f an agent 
should be held liable for the out- 
standing insertions under a con- 
tract when a client goes into 
liquidation or bankruptcy? Cer- 
tainly not—but your correspon- 
dent must not be allowed to ride 
off at a tangent in that way. 

The whole point of my letter 
was that the specific performance 
of a contract which may be 
demanded in any trade except 
publishing ought not to be abro- 
gated in publishing. The baker 
who had contracted to buy flour 
from a miller could obviously 
not expect to obtain supplies if 
that miller went bankrupt, but 


he would have to take the speci- 
fied weekly or monthly deliveries, 
even if the market had turned 
against a while the miller was 
in business, and not escape from 
the contract—as advertising 
agents now frequently do—on the 
piea that it had suddenly been 
decided to spend money in some 
other way or not spend it at all 

Before sending you my first 
letter I made a little wager with 
myself that the leaders of the 
advertising agency business would 
refrain from replying in the ape 
that the subject would soon 
forgotten. I seem to have 
guessed right! 

Do they or do they not want to 
og ——s on a basis of equity? 

do, what objection can 

&.. ot. to the introduction of 
a universal acceptance form by 
publishers which makes it clear 
that a contract, once accepted, 
may not be cancelled? The pub- 
lisher, of course, having accepted 
a contract, would be under simi- 
lar liability to provide the space 
stipulated. In really be er 
cases which deserved special 
treatment the right bestowed by 
the contract could be waived. 
do not suggest any harsh, le; 
istic attitude by publishers, but 
merely a stand for the fair play 
which operates everywhere else 
in commerce. 

NEWSPAPER PROPRIETOR. 

(Name and address supplied) 


A Sample Of 
Directors 


Sir,—Since Research Services 
was responsible in this country 
for the survey referred to by Mr. 
Howlett in his letter headed 
“Surveys and Cross Sections” 
(May 24) I feel I should have 
written earlier. 

I hope that by now Mr. 
Howlett has read a copy of the 
report he criticised. If he has, 
then he will know that the intro- 
duction states specifically that the 
surveys deals with a sample of 
directors, whose names and ad- 


4°) ee oe ar 


dresses were picked from the 
eye of Directors. 1n order 
sure that we mailed 


are approximately 35,000 
tors listed in this “9 
our sample, > 


Research Services Ltd. 
110 St. Martin’s Lane, W.C.2. 


Surveys And 
Cross Purposes 
Sm,—My concern fale 
with the number of individ 
who are directors of companies 
in U.K. To accept an estimate 
of 750,000, as eeoeed | by Mr. 
Howlett in your issue of April 26 
seemed inconsistent with 
that vee were known | to be to be ony 


fiscal year 1949-50. 

Checking the reliability of an 
“incompletely —— mailed 
questionnaire, involving defini- 
tions such as “receipt in offices” 
and “readership,” and then recon- 
__, “readership” with actual 

tion (by means, Pe of an 
independent figure of “reader- 
ship” per copy) can only truly be 
done by those who know the 
details of the lists used and the 


replies 

Y JOHN MASON, 
25 Florida Road, 
Thornton Heath, Surrey. 


Sa 


Smm,—Johannes Hewsonska, him 
one plenty smart fella. Him not 
know country, but him know 
where to send letter plenty quick 
on C.W.S. poster advertising. 

C.W.S. poster, him written for 
one, two, tree—uhh millions and 
millions British fellas all savvying 
C.W.S. and saving and shopping 


at Co-op fella. 
ARF NOSLIW. 


ii: mee i, a ce + i | a A a + oy. A a 
< * sai ea! F Lhe ee, ho» os nt aa be ie bn ie a nie fo ae t i G aa i oor eae ee KS a. 
m f : a ‘ E aes 
ie ” , ee ee RD Se 
, ADVERTISER'S WEEKLY ii jos 7, 
eA ~ Y e7 
ad PQ N 
i STthe } Wiz tm 
i SHOW CARD Ke | . \ ¢ 
, . a 4 N i 
. oo - \ 
sd Des « 't, PP \ , 
i 0, \ it 
e Igiis raalttuy \ 
enh: In } ialle 
it '8, af 
- 
be me 
a po representative sample of this 
a “universe” we picked every thirty- 
Bee y' fifth name and address. There re 
a P direc- 
Ry ™s n and 3 
(ae 1,002. ty 
2 4 AMS, i 
2: a a . 
de 44 i ; 
aan 
— 
— i 
a 
ae f on 
ti ince : s 
4 a 
AL 
7 " \ | BY 
a : we P| pe 
ee —_—— 4 
& Blvvy , 
* 
ye oe 
ee - 
co . 
Manchester. * 
ae a ag al rs 
; aD i wnedaow Mm he RADIO TIMES 
7. se ee y . F a4, LAAs | f/f a " 
ra Boek ape aA ee ee AR pe, ae 
i‘ ae gut - - 
Es , q EC 
st - : ; . ee \ ee eee ce 
; a: a me eee Ps oo ee ie a: ee || aes >}. a Saar Be a ae tine ES 


June 7, 1951 ADVERTISER'S WEEKLY 


CHARACTER 


INCE increased prices have not meant larger newspapers, a stranger 
might wonder what room remains for choice between one daily 
and another. 


Yet selective people choose The Daily Telegraph, and their reason is 
a sound one. They look for character. Old readers recognise the inter- 
esting fact that the qualities which first attracted them are just as clearly 
expressed in six or eight pages as they used to be in thirty two or more. 
New readers see the essential factors of awareness, choice, treatment and 
reliability in clear relief. 


As an example of their respect, The Daily Telegraph carries more Birth, 
Marriage and Death announcements than any British newspaper. People 
place their personally important news in the paper that they trust. 


The Daily Telegraph 
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~ CONFERENCE ‘BUSINESS’ TICKETS 


DEMAND FOR REGISTRATIONS 


The call for full registrations (£2 2s. age 25 and over: £1 Is. 
under 25) is increasing so rapidly that there is no doubt the 
total will exceed 2,000! These registrations admit to all 
business sessions and provide for full participation in the 
Social Programme. They are NOT transferable. 


MULTIPLE SCHEME 


Because the programme is recognised as outstanding in every 
way, a number of business firms have been seeking a means by 
which several members of their staff may attend certain 
business Sessions only without the need for full registration 
in every case. This, they feel, would open the way to many 
more younger members attending certain sessions of particular 
interest and so would benefit employers and employees alike 
by enabling the maximum value to be obtained from the 
Conference by the staff as a whole. 


BUSINESS TICKETS | 


The Conference Organisation appreciates this need for a form 
of limited “transferable” registration and has devised a 
Business Ticket which is open to Organisations and 
Individuals alike. These tickets are £1 Is. each and specifically 
cover the following :— 
(1) Admission to all MAIN BUSINESS SESSIONS. 
It should be noted that Registration is not necessary 
for attendance at the specialised luncheons and 
business sessions on the Wednesday and Thursday 
afternoons. 
(2) Temporary membership, by the Holder for the time 
being, of the Conference WELCOME CLUB (at St. 
Ermin’s Hotel, two minutes from the Central Hall, 
Westminster). 


APPLY NOW! 


Applications for Business Tickets should now be made on the 
COUPON below BUT ALLOTMENT CANNOT TAKE 
PLACE before June 25th, and then only in the order in which 
applications are received. This is because priority must be 
given to full “non-transferable” registrations. 

Conditions of issue are as follows:— 

(1) BUSINESS TICKETS will not admit to any Social 
Functions or qualify for the purchase of tickets for the 
official Conference Banquet and Ball; nor, because of 
limited accommodation, can Holders attend the 
Special Church Service on the Sunday morning. 

(2) BUSINESS TICKETS are fully transferable between 
members of the same firm, but not between individuals 
belonging to different firms. 

(3) BUSINESS TICKETS may not admit to the Opening 
Ceremony on the Monday morning. Purchasers of 
tickets will be notified of this at time of allotment. 

(4) BUSINESS TICKETS must be shown “on demand” 
and do not entitle the Holder to a Conference Badge. 


PRINTED PROGRAMME 


It will be appreciated that the comprehensive printed 
programme of the Conference may not be available to holders 
of Business Tickets, as fully registered delegates must be 
supplied first. An endeavour will be made.to supply a 
limited number to Business firms purchasing several tickets 
under this scheme. 


—---—--—--—---——-—— - —C 0 U P O N——————-—--—-—-—-—--—--~— 


INTERNATIONAL 


To The Director 
The Adverlising Association 
110 Fleet Street, London, E.C.4 


i kee . Business Tickets 
to be issued in our my name at £1. 1. 0. each on 
the conditions prescribed in the advertisement 
from which this coupon is taken. We I enclose 
cheque for £ : Fy on the under- 
standing that such proportion of this sum will 
be returned as is equivalent to the full cost of 
any such tickets not allotted. 


ADVERTISING CONFERENCE 
LONDON 9-13 JULY. 


1951 


NAME AND TITLE 
(Block Capitals) 


BUSINESS DESCRIPTION 


~ ADDRESS . 


TELEPHONE NO........ 


Th's page was placed at the disposal of The Advertising Association by courtesy of « The Times "’. 
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NORTHERN IRELAND 
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Selling Problems 


Advertiser’s Weekly Special 


_Final plans are now 


being com 


for the International 


Advertising Conference, to be held in London from July 7-13. 
Delegates from 31 nations will attend, and already the organ- 
isers have evidence of great enthusiasm. The theme of the 


Conference — the tasks of 
advertising in a free world— 
has touched the imagination 


of advertising people in many 
lands. Socially, too, the Con- 
ference is assured of great 
success. 

Further additions to the list of 
eminent speakers, and latest in- 
formation on social functions, is 
detailed on the next page. 

This week the Conference 
organisers announce a new 
multiple scheme to enable firms 
to allow several members of their 
staff to attend certain of the 
business sessions without the 
need for full registration in each 
case. 

This scheme aims at opening 
the way for youn}er members to 
gain the maximum advantages 
which the Conference offers on 
the educational side. 

The limited “transferable” 
registration is being introduced 
with a business ticket which is 
open to organisations and to 
individuals alike. These tickets 
cost £1 Is, each admit to all’ 
main business sessions, and cover 
temporary membership by the 
holder, for the time being, to the 
Conference Welcome Club. Allot- 
ment of the business tickets will 
not take place until June 25 and 
they will be dealt with in the 
order applications are received. 
These tickets will be transferable 
between members of the same 
firm. They do not entitle the 
holder to a Conference badge. 

The importance of the Con- 
ference is shown by the high 
level of executives who figure 
in the list of delegates. It is 

estimated that of the first 700 

British delegates to register 


THIS IS THE FIRST of the special 
issues in which ‘Advertiser's Weekly’* 
will cover the International Adver- 
tising Conference. The programme, 
including last-minute alterations, is 
given in full on pages 416 and 417; 
prospects are surveyed in a leading 
article and Tomorrow's Topics on 
page 422. On poges 458 and 459 
“Contact’’ gives intimate thumb-nail 
sketches of international figures 
coming to the Conference; and on 
pages 454 and 456 more names are 
given of delegates coming fram 
overseas. 


one-third were either company 


An even higher proportion is 
likely among the foreign dele- 
gates. Registrations include a 
sprinkling of industrialists, 
among them some noted person- 
alities who can be relied on to 
speak with some authority for 
industry and commerce. 


World Business Executives To Tell 
Conference Their 


The marquee ballroom for the Hurlingham fun and frolics 


Galaxy Of Stars For Gala 
Show At Theatre Royal 


The provisional programme 
being arranged by Prince Littler 
for the Newspaper Proprietors 
Association “Gala Performance” 
at Theatre Royal, Drury Lane, 
promises to be a unique and 
dazzling theatrica\) occasion even 
in Festival year. 

The programme ranges from 
Shakespeare, Shaw and Sheridan 
to ballet, opera and revue. 

Among those taking part are 
Dame Sybil Thorndike, Con- 
Stance Cummings, Googie 
Withers, Diana Churchill, 


= the 
is NO 


R. H. PENNEY 


Catherine Lacey, Ronald Shiner, 
Hugh Burden, Tommy Trinder, 
Peggy Ashcroft,. Alec Clunes, 
Markova and Anton Dolin, Celia 
Johnson, Beatrice Lillie, Coral 
Brown, Esmond Knight, E'len 
Pollock, Pamela Stanley, Nora 
Swinburne, Ernest Thesinger, and 
Mary Clare, and many other 
stars. 

The Palladium Girls wil! dance. 

It is hoped that comperes will 
include Dame Edith Evans, Dame 
Sybil Thorndike and Sir 
Laure ce Olivier. 


ten evening 


OW AVAILABLE. + 


+ Advertisement Director 


NORTHCLIFFE NEWSPAPERS GROUP L” 


Carmelite House, 


London, E.C.4. Cen. 6000 
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ADVERTISER'S WEEKLY 
Saturday 


Opening 
reception — Dorchester Hotel, 
W.1. Hosts—International Con- 
ference Organisation, Reception 
—Lord Mackintosh of Halifax. 


Sunday 


(July 8) : 
11.30 a.m.—12.30 p.m. Special 
non-denominational service— 
Church House, Westminster. Ad- 
dress by the Bishop of Rochester. 
p.m, Garden party and 
cocktails. 42 Hyde Park Gate, 
S.W.7.  Host—Edward Hulton, 
chairman and managing director, 
Hulton Press Ltd. 


Monday 


(July 9) 

9.45 a.m. Assembly at Central 
Hall, Westminster. ; 

10—10.30 am. Opening of 
Conference by H.R.H. the Duke 
of Gloucester, Conference Patron. 
Chairman, Lord Mackintosh. 
Welcome to delegates by the Rt. 
Hon. Sir Hartley Shawcross, K.C., 
M.P., President of the Board of 
Trade, and by the Mayor of 
Westminster. Viscount Rother- 
mere, chairman of the Newspaper 
Proprietors Association, will 
move a vote of thanks. 

10.35 am.—i2.30 pm. The 
challenge to advertising—by Lord 
Beveridge. 

The a accepted—by 
Fairfax Cone, chairman, Adver- 
tising Council Inc., U.S.A. 

~  Jnternational endorsement — 
Leaders of advertising, including 
C. King Woodbridge, president, 
Dictaphone Corporation U.S.A.; 
Bernard de Plas, president, 
French Advertising Association; 
George Patterson, governing 
director, George Patterson Pty. 
Ltd.; N. G. K. Holliday, general 
secretary, Newspaper Press Union 
of South Africa; Paul O. Althaus, 
president, International Union of 
Advertising; Venkatrao Sista, 
managing director, Sistas Ltd., 
Bombay; and Borge Rasmussen, 
vice-president, junior section 
Danish Advertising Association. 
12.45—2.30 p.m. The Thirty 
Club of London, _ invitation 
luncheon to chairmen of overseas 
delegations. Claridges Hoteh 


Chairman, the Club president, 
John F. E. Coope. 
2.30—4.30 pm. What more 


can advertising do to help inter- 
national trade? Chairman, Torolf 
Becker, chairman, Norwegian 
Advertising Association. Speaker 
—Major-General Sidney J. van 
den Bergh, director, Lever Bros. 
and Unilever, Rotterdam. Dis- 
cussion. 

Should Governments 
tise? Chairman— Sir Robert 
Fraser, director-general Central 
Office of Information. Speaker— 
Francis Williams, formerly public 
relations adviser to the Prime 


adver- 


Minister of Great Britain. Dis- 
cussion. 
S—6.30 p.m. Showing of 


screen advertising and publicity 
films—British Council Theatre, 
6 Hanover Street. Hosts—Asso- 
ciation of Specialised Film Pro- 


Bl 


416 


International Advertising Conference 


PROGRAMME 


L. R. Gits 


ducers and the Screen Advertising 
Group. 

6—8 p.m, Reception, by invita- 
tion, to overseas delegates—Lan- 
caster House, St. James's, S.W.1. 


Hosts—His Maijesty’s Govern- 
ment. 

11 p.m.—2 a.m. Gala Perform- 
ance, Theatre Royal, Drury 
Lane. Scenes from opera, ballet, 


drama and variety, with famous 
British players and contemporary 
productions. Hosts—Newspaper 
Proprietors Association. 


_ Tuesday 
(July 10) 

10 a.m.—12.30 p.m, Whar the 
consumer expects of advertising. 
Chairman—Sir Miles Thomas, 
president, Advertising Associa- 
tion of Great Britain. Speaker— 
Lady Tweedsmuir, M.P. 

What advertising can give the 
consumer. ‘Speaker—George D. 
Bryson, Managing director, Young 
& Rubidam. 

1—2.30 p.m. Women’s Adver- 
tising Club of London, invitation 
luncheon. Savoy Hotel. Chair- 
man—Miss Doris Richardson, 
president of the Club. Guest of 
honour—Mrs. Walter Gifford, 
wife of the American Ambas- 
sador. 

2.30—4.30 p.m. How adver- 
tising can raise the standard of 
living. Chairman — Sven A. 
Hansson, chairman, Swedish Ad- 
vertising Association. Speaker— 


Paul Cadbury, director, Cadbury 
Brothers Ltd. 

How advertising could help to 
raise standards in under-developed 
areas. 


Speaker—A. M. Patel, 


Frederic Gamble 


V. Sista 


Paul O. Althaus 


managing director, Everest Ad- 
vertising Ltd., Bombay. 

30 p.m. Screen advertis- 
ing and publicity films—British 
Council Theatre. 

7.15 p.m.—2 a.m. Banquet and 
ball, Grosvenor House, . 
Organisers—International Confer- 


ence Organisation. Chairman— 
Lord Mackintosh. Guest of 
honour—the Rt. Hon. Herbert 


Morrison, Foreign Secretary. 


Wednesday 
(July 11) 

9.45 am.—12.20 p.m. Chair- 
man—F. P. Bishop, M.P., vice- 
chairman, Conference Organising 
Council, introduced by Cmdr. A. 
Robertson-Macdonald, chairman, 
Club Development Committee, 
Advertising Association. 

Tribute to advertising clubs of 
the world—Sir Miles Thomas. 

Youth—and the future of ad- 

B. 


vertising. Speaker—J. 
Nicholas, managing director, 
Rumble, Crowther & Nicholas 
Ltd. 


The problem of recruitment— 
Frederic R. Gamble, president, 
American Association of Adver- 
tising Agencies. 

What Britain is doing in educa- 
tion and trainirg for advertising— 
A. B. Lowndes, head, School of 
Commerce, Leicester College of 
Technology and Commerce. 

Interchange of youth personnel 
—Paul_ Fabricius, _ president, 
Danish Advertising Association. 

12.30—4.30 p.m.—Lunch and 
business session, Grand Hall, 
Connaught Rooms. Organisers— 
the Advertising and Publicity 


G. E. Bouwmeester 
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Clubs of Great Britain. Chairman 
—Cmdr. Robertson-Mac- 
donald. Guest of honour—Elon 
G. Borton, president, Advertising 
Federation of America. 

Recruitment, education, train- 
ing and interchange in advertising. 
Discussion leaders—Eric Bouw- 
meester, past president, Inter- 
national Federation of Advertis- 
ing Clubs, and Leon-Raymond 
Gits, vice-president, Belgian Ad- 
vertising Association. 

Other luncheons and business 
sessions on Wednesday include: 

12.00 Exhibition of Direct 
Mail and Products Sold by Direct 
Mail — Warwick Room, Con- 
naught Rooms. 

1—2.20 p.m. Luncheon—York 
Room, Connaught Rooms. Chair- 
man—H. L. Clarkson, chairman, 
B.D.M.A.A. Speaker—Max 
Bemrose, asst. managing director, 
Bemrose & Sons Ltd. 

How direct advertising contri- 
butes to the task of selling in a 
free world. Speakers—Arthur 
Chadwick, past president, B.D.M. 
A.A.; Pierre-Georges _ Bastide, 
secretary-general, International 
Union of Advertising; Stig 
Arbman, managing director, 
Arbman’s Agency, Stockholm; 
Ivan Hammar, advertising mana- 
ger, Atvidabergs Industrier, 
Stockholm. 

1.15—4.30 p.m. Lunch and 
business session. Devon Room, 
Connaught Rooms. Organisers— 
Incorporated Advertising Mana- 
gers Association. Chairman— 
H. W. Craddock, president, 
1.A.M.A, 

Advertising management in a 
free world. Speakers—Charles J. 
Rose, vice-president, 1.A.M.A.; 
A. Ollagnier, president, National 
Chefs de Publicité des Annon- 
ceurs; Thomas H. Young, past 
chairman, Association of National 
Advertising Council Inc., U.S.A. 

1—4 p.m. Lunch and business 
session, Lancaster Room, Savoy 
Hotel. Organisers Outdoor Ad- 
vertising Industry Advisory Com- 
mittee. Chairman—George T. 
Mills, chairman cf the Advisory 
Committee. 

Outdoor Advertising. Speakers 
—Charles L. Hallas, director in 
charge of media, Lintas Ltd.; 
Myles Standish, president, Out- 
door Advertising Association of 
America; J. M. Beable, chairman, 
A. A. Sites Ltd. Discussion. 

12.30 for 1 p.m, Lunch, Gros- 
venor House. Organisers— 
Periodical Proprietors Associa- 
tion. Chairman—Alan G. 
Agnew, president, P.P.A. Speakers 
—Graham Patterson, chairman 
Advertising Federation of 
America, and Karl Mann, pre- 
sident and advertising manager, 
Case-Shepherd-Mann Publishing 
Corporation, U.S.A. 

3—4.30 p.m. Business session. 
Central Hall. Organisers—Dis- 
play Producers and _ Screen 
Printers Association; Chairman— 
Winstan Gordon, president of the 
Association. 

Display and __ presentation— 
F. H. K. Henrion, designer and 
industrial artist, Julius Teich, pre- 
sident, Superior Displays Inc., 
Boston, L. J. Pryer, publicity and 
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—Conference Programme—continued— 


store decor controller, 
Ltd. Discussion. 


Screen Printing—J.. Douglas 
Black, director, Press and General 
eg Service Ltd. and 
P. St. G. Barry, head of screen 
printing department, Art Display 
Service Ltd. Discussion. 

3—4.80 p.m. Business session. 
Church House. Organisers— 
Institute of Incorporated Practi- 
tioners in Advertising. Chairman 
—Hubert A. Oughton, president 
of the Institute. 

The social responsibilities of 
the agency—{a) educational, (b) 
cultural (c) economic. Speakers— 
(a) Hubert A. Oughton, (b) 
Goran’ Tamm, member of the 
board of directors, Swedish Ad- 
vertising Association, and (c) 
Fairfax Cone, chairman, Adver- 
tising Council Inc., U.S.A. 

3—4.80 p.m. Business session. 
Assembly Room, Central Hall. 
Organisers—Institute of Public 
Relations. Chairman — Alan 
Hess, president of the Institute. 

The functions of public rela- 
tions to-day. Speakers—Sir 
Stephen Tallents, founder-pre- 
sident of the Institute, and 
Carroll B. Larrabee, president, 
Printer’s Ink Publishing Co., 
U.S.A. 


Bentalls 


5.30—7 p.m. Reception (by 
invitation) to overseas delegates, 
County Hall, Westminster. Hosts 
—the London County Council. 

9.15 p.m.—2.30 a.m. Hurling- 
ham Ball and Starlight Garden 
Party. Organisers—the Advertis- 
ing and Publicity Clubs of Great 
Britain. 


Thursday 
(July 12) 

10 am—12.0 p.m. The 
social responsibility of advertis- 
ing. Chairman—Major-General 
the Rt. Hon. Lord Burnham, 
vice-president, Newspaper Pro- 
prietors Association. Speakers— 
Francis Elvinger, technical 
adviser, LC.C. International 
Commission, and Samuel C. 
Gale, immediate past chairman, 
Advertising Council Inc., U.S.A. 
Discussion. 

Developments in advertising 
techniques. Speaker — Cyrus 
Ducker, director, London Press 
Exchange. 

1—2.45 p.m. Invitation lun- 
cheon. Connaught Rooms. Hosts 
—London Association of British 
Empire Newspapers Overseas. 
Chairman—A. J. Heighway, pre- 
sident of the Association. 

12.45—4.30 p.m. Lunch and 
business session. Grand Hall, 
Connaught Rooms. Organisers 
—Incorporated Society of British 
Advertisers. Chairman — Sir 
Harold Bowden, president of the 
Society. 

The problems and responsibili- 
ties of the advertiser. Speakers— 
Paul West, president, Association 
of National Advertisers, U.S.A.; 
Pierre Boisacq, permanent secre- 
tary, Belgian Union of Adver- 
tisers; P. G. E. Warburton, vice- 
president, 1.S.B.A., Frederick J. 


Adnum, advertising manager, 
Glaxo Laboratories (India) Ltd. 

1—4.30 p.m. Lunch and busi- 
ness session. Crown Room, Con- 
naught Rooms. Organisers—The 
Market Research Society. Chair- 
man—Graeme Cranch, president 
of the Society. Guest of honour 
—Sir Arthur Bowley, Emeritus 
Professor of Statistics, University 
of London. 

The problem of market re- 
search in a free world. Speakers 
—Elmo Wilson, president, Inter- 
national Public Opinion Research 
Inc., Hugh Weeks, deputy chair- 
— Trussed Steel Concrete Co. 

td. 

1.15—4.30 pm. Lunch and 
Creative Forum. Balmoral Room, 
Connaught Rooms. Organisers 
—Advertising Creative Circle. 
Chairman—Harry Jones, presi- 
dent of the Circle. An open dis- 
cussion on international techni- 
ques with special reference to the 

“International Advertising Tech- 
nique To-day” Exhibition at 
the Central Hall. 

3—4. p.m. Business session. 
Centra! Hall. Organisers—Asso- 
ciation of Specialised Film Pro- 
ducers and the Screen Advertis- 
ing Group. Chairman—Frank A. 
Hoare, chairman of the Associa- 
tion. 

The screen in the service of in- 
dustry (a) The sponsored film in 
industry (b) Cinema screen adver- 
tising. Speakers—Charles_ L. 
Hallas. director in charge of 
media, Lintas Ltd., and Ronald E. 
Tritton, manager, visual infor- 
mation branch, Anglo-Iranian 
Oil Co. Ltd. 

2.30-4.30 pm. Business 
session. Church House. Organi- 
sers—the Newspaper Society. 
Chairman—Eric M. _ Clayson, 
president of the Society. 

The tasks and responsibilities 
of local newspapers in a free 
world. Speakers—Harold _ §S. 
Barnes, director, Bureau of Ad- 
vertising, A.N.P.A., J. M. Hard- 


castle, general manager, Wilson 
and Horton Ltd., New Zealand. 
H. C. Longley, H. C. Longley 
Ltd.. Birmingham. Discussion. 

3 p.m. Business 
session. Central Hall. Organisers 
—Women's Advertising Club of 
London. Guest chairman—the 
Dowager Marchioness of 
Reading. Introducer—Miss Doris 
Richardson, president of the Club. 

Are women necessary in adver- 
tising? Guest speaker—Mrs. 
Muriel Tolle, vice-president-at- 
large, Advertising Association of 
the West U.S.A. Speakers—Mrs. 
Margaret Havinden, Mrs. Mary 
Gowing, Mrs. Helen Cheney, 
Miss Eunice E. Kidd. 

S—6.30 p.m. Screen Advertis- 
ing and Publicity Films. British 
Council Theatre. 

_ Evening. Reception by invita- 
tion, to overseas advertising 
agents. Londonderry House. 
Hosts—Institute of Incorporated 
Practitioners in Advertising. 

6—8 p.m. Final of Clubs’ 
Public Speaking Contest. Waldorf 
Hotel. 

10.30 pm. Film  Premitre. 
Odeon Theatre. Hosts—the J. 
Arthur Rank Organisation Ltd. 


Friday 
(July 13) 

10 am—12.15 pm. The 
Conference reviewed. Chairman 
—Lord Mackintosh. Reports by 
rapporteurs—Roger _ S. Falk 
(Monday), Sinclair Wood (Tues- 
day), Derek John Roe and W. 
Balch (Wednesday), W. Hinks 
(Thursday), A. Everett Jones 
(specialised sessions). 

The Conference resolves. .. . 
Presentation and adoption of a 
comprehensive resolution express- 
ing the advertising industry's 
recognition of its tasks through- 
out the world. Proposer—F. P. 
Bishop, M.P., vice-chairman, 
Conference Organising Council; 
seconder—Elon G. Borton, presi- 
dent, Advertising Federation of 
America. 


YO CONFERENCE 
CAMEOS 


There will be an afternoon's 


bowls meeting on the sports 

ground of the Amalgamated Press 

Ltd., who are also providing tea. 
o * * 


Some of the golf clubs in the 
London area which will welcome 
delegates as guests, also have 
tennis courts. 

* . * 

Escorted shopping expeditions, 
with mannequin parades are 
among the entertainments ar- 
ranged for the ladies. There are 
also tours to Eton and Windsor, 
Hever Cm and Hampton Court. 

. 7. 


Freemasons among the over- 
seas delegates will be eligible to 
attend a special Lodge meeting 


to be held on the Wednesday by 
the Aldwych Club Lodge in asso- 
ciation with Isma Lodge and 
Ansuatte Lodge. 


Rotarians among the delegates 
will be welcomed at the luncheon 
of the Chelsea Club on the 
Tuesday. 

* * ~ 

Batches of six lightweight 
folders designed for airmail were 
sent to overseas delegates this 
week listing aspects of the Con- 
ference programme. 

* ~ _ 

Copies of the “Statistical 
Review of Press Advertising” 
will be given to all overseas dele- 
gates to the Conference, not to 
all the delegates attending. 

* * * 


Lord Mackintosh will tell 
London representatives of over- 
seas newspapers about the Con- 
ference at the Connaught Rooms 
next Friday. 


What the delegates will see. A 
“still” from “Hotel Sahara.” 


NEWSREEL ON 
CONFERENCE 


A newsreel showing the social 
highlights of the Conference will 
be exhibited at the film premiére 
on the Thursday night in 
addition to the main feature film. 

Delegates will see themselves 
in the newsreel. It will be made 
by the Rank Organisation, who 
have arranged the premitre in 
response to a request by L. W. 
Needham, chairman of the Con- 
ference social committee. 

The feature film is a new 
comedy with music, “Hotel 
Sahara,” starring Yvonne de 
Carlo, Roland Culver, David 
Tomlinson, and Peter Ustinov. 
George Brown produced and Ken 
Annakin directed. 

The premiére will be held at 
the Odeon, Leicester Square. 
Hosts will be J. Arthur Rank 
(chairman, Rank Organisation) 
and John Davis (managing 
director). 

It is hoped to have a number of 
Rank stars present to receive the 
delegates. 


GOLF | 


A two days goif meeting has 
been arranged for all golfing dele- 
gates, including ladies. 

On Saturday the captain and 
committee of the Wentworth Golf 
Club, Virginia Water, have ex- 
tended to the delegates the 
courtesy of their course. 

There will be a competition in 
the morning—a team from the 
Newspaper & Advertisers’ Golfing 
Society will play overseas and 
provincial delegates—and a four 
ball in the afternoon. 

On Sunday Walton Heath Golf 
Club is open to all delegates, for 
the morning and _ afternoon. 
Walton Heath is known through- 
out the world as one of the most 
difficult and interesting courses. 

In the morning, there will be a 
four-bal] against bogey. Included 
in this competition will be a home 
competition for the Inter-Adver- 
tising Clubs teams. All advertis- 
ing clubs of Great Britain can 
nominate up to four pairs. 

Playing delegates will be guests 
of the Dunlop Rubber Company 
Ltd. each day. 
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Newsprint Outlook Is Brighter 


‘REASOYABLE HOPE FOR SIX-PAGE 
BASIS BEING RESTORED THIS YEAR’ 


—F. P. Bishop 


Prospects for a gradual improvement in the British newsprint 
position are good as a result of the agreement negotiated in 
Canada by Lord Layton, vice-chairman of the Newsprint Supply 
Co. Mr. F. P. Bishop, M.P., general manager of the Company, 


who accompanied Lord Layton, 
said any increase in newsprint 
supplies must be dealt with 
according to four degrees of 
priority. 

1. Stocks, now under 70,000 
tons, must be restored to a level 
of reasonable security, with an 
absolute minimum of 100,000 
tons. 

2. Reversion to a full six-page 
basis for newspapers, which have 
had to publish frequent issues 
on a four page basis since the 
5 per cent cut in February. 


3. Restoration of freedom of 
sale. 


4. Progressive return to the 
eight-page basis, recognised as 
the minimum desirable under 
present circumstances. 


“I shall be disappointed,” 
added Mr. Bishop, “if the six- 
+ page basis is not fully restored 
this year. In the light of the 
supply position, this is a reason- 
> able hope, but even that must 
* come second to the necessity of 
building up stocks 


Freedom of Sale 


“J shall also be disappointed if 
we do not return to freedom of 
sale during 1952.” 

What the mission to Canada 
has accomplished is to estab- 
lish that newsprint contracts 
entered into prior to the breach 
in 1950 are regarded as being 
still in existence and the basis 
of supply arrangements. With- 
in those agreements fixed mini- 
mum tonnages are to be de- 
livered during the next three 
years. There is provision for an 
increase in this minimum during 
1953-54 subject to the right of 
any individual Canadian mills to 
contract out of the increase if it 
is impossible to provide it. 
Furthermore, Canadian mills 
have agreed that at their option 
further quantities may be de- 
livered if the supply position 
permits. 


This establishes that if there is 
a margin Britain has some claim 
to it. 


Whether or not we get addi- 
tional tonnage, above the mini- 
mum agreed with Canada, in 
1952, may depend on what action 
is taken by the pulp and paper 
committee of the Raw Materials 
Conference in Washington. It is 
understood that U.S. publishers 
have promised to release some 
tonnage under their contracts for 
re-allocation, and if this happens 
Britain can present a good claim 
to a share. 


Advertising 
Owes Much To 
C. S. Millikin 


When C. Stephen Millikin re- 
tired as advertisement director 
of Associated Newspapers Ltd. 
in 1947 he left a permanent and 
deepening mark on the whole 
process and range of advertising. 

This tribute was paid by Pre- 
bendary A. J. Macdonald, rector 
of St. Dunstan-in-the-West, at a 
memorial service last Thursday. 

Commenting on his career Dr. 
Macdonald referred to the system 
of guaranteed advertisement that 
Mr. Millikin started at North- 
cliffe House. The honesty of ad- 
vertising to-day, he declared, was 
due largely to Mr. Millikin’s 
work. 

“Throughout the years,” he 
continued, “his integrity, business 
acumen and foresight won for 
him the respect of everybody.” 

He had Scottish caution and 
yet Was an innovator responsible 
for broadening the horizons of 
advertising. 

“As we take leave of him we 
can truly-say-that a wise man is 
a profit not only to himself but 
to other,” he said. 

Gene leodn figures in the ad- 
vertising. and newspaper world 
were present at the service, in- 
cluding Lord Rothermere, chair- 
man of Associated Newspapers. 


Belgian Agent 
Wins Chadwick 
Challenge Cup 


A Belgian agency has won the 
Chadwick Cup, one of the British 
Direct Mail Advertising Associa- 
tion Challenge Cups. 

Awarded for the best direct 
mail campaign of not less than 
three “shots,” the Cup went to 
Fernand Hourez, of Bodden and 
Dechy, Brussels, whose entry 
was on behalf of Esso Standard 
(Belgium) S.A. 

Some 90 competitors submitted 
123 entries for the Cups for 1950, 
Mr. Charles Watson, chairman, 
awards committee, revealed, after 
they had been presented by the 
Association's president, Sir 
Frederick Rowland, last week. 

Judges were Mrs. Beatrice 
Warde, Mr. J. Max Bemrose, and 
Major C. V. Wattenbach. Other 
awards were won as follows: 

Chadwick Cup, hon. mention 
(1) Robert Bowran and Co., Ltd., 
of Gateshead, sent in by Rud- 
docks Advertising Agency; (2) 
Glovers Advertising Ltd., Bristol. 

Samuel Jones—Howard Smith 
Cup, for best single direct mail 
letter, British European Airways. 
Hon. mention, Moss Bros. Ltd. 

Block & Anderson Cup, for 
best house journal submitted, F. 
Perkins Ltd., Peterborough. Hon. 
mention, Linguaphone Institute. 

Kirkland Bridge Silver 
Tankard, for most original direct 
mail letter, Marchal Distributors 
Ltd., Brentford. Hon. mention 
Association of Old Edwardians, 
Bath, sent in by Glovers Adver- 
tising Ltd., Bristol. 

Special award, given by Mrs. 
Beatrice Warde for the best staff 
journal, Marconi’s Wireless Tele- 
graph Co., Ltd 


‘Times’ Teletypesetter Installed 
In House Of Commons 


First Teletypesetter equipment in 
the House of Commons has been 
installed by The Times. 

By means of it, copy that has 
been reported and sub-edited, can 
be teletyped in The Times room 
at the House of Commons and 
automatically set by linotypes at 
The Times building in Printing 
House Square. 

This remarkable equipment— 
inspected by an ADVERTISER'S 
WEEKLY representative through 
the co-operation of Mr. E. G. 
Shrimpton, The Times mechanical 
superintendent—is a two-channel 
system. It comprises: in the 
House of Commons, two key- 
board perforators, operated in 
conjunction with monitor page 
readers that automatically provide 
a typewritten copy of the material 
being transmitted; and, in The 
Times composing room, reper- 
forating equipment, automatic- 


ally-operated linotypes, and page 
printers. 

Whereas the standard teletype 
keyboard in this country employs 
a five-unit telegraph code and 
prints entirely in capitals, The 
Times Teletypesetter uses a six- 
unit code and can set in upper 
and lower case, both in roman 
and italic; small caps; black; and 
most of the usual characters in 
the printer’s fount. 


The Times is the first London 
national paper to employ Tele- 
typesetter equipment, and the 
only paper in the British Isles in 
which both the transmitting and 
receiving ends are in the same 
city. 

It will now be possible to in- 
clude the very last-minute news in 
a House of Commons coverage 
that is already the fullest in the 
country. 
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Triple Aim 
Given To 
Poster Men 


The “cleaning up” of posters 
in many areas, a much higher 
standard of maintenance, and use 
of better quality materials were 
among recommendations urged 
by G. S. Campbell speaking at 
the Brighton conference of the 
British Poster Advertising Asso- 

Mr. Campbell, who is chairman 
of the Electrical Sign Manufac- 
turers Association, and a member 
of the Outdoor Advertising In- 
dustry’s Advisory Committee 
stressed that observance of these 
points would help to ease the 
anxieties shown by town plan- 
ners. H. G. Ellinger, of Mills and 
Rockleys, explained the proce- 
dure to be adopted in claiming 
compensation for the cost of re- 
moving a site which had been 
challenged, if the appeal were 
dismissed. 

George Mills, of Mills & 
Rockleys Ltd., was elected presi- 
dent in succession to Basil 
Sheldon. 

This is the third time Mr. Mills 
has been president. It is also his 
tenth year in that capacity for 
he occunied it for a number of 
years during the war. 

A. E. Aylward is vice-president. 
F. Andrews, J. de Rees and 
Alderman S. Brown were re- 
elected to the Council and F. 
Burton was elected to take the 
place of the late T. Nixon. 


22,500 Posters 
During 1950 Brighton put up 


no fewer than 22,500 posters, the 
Mayor told the Association. 

This year, however, was the 
first time the Association had 
held its conference at Brighton 
since 1907, which he thought was 
not reciprocating business. 

Thanking the Mayor, Basil 
Sheldon, the retiring president, 
expressed pleasure at the fact that 
Brighton was using “our 
medium.” He suggested there 
was no better one for advertising 
that delightful town. 

On Sunday the Association 
defeated the Mayor and members 
of the Corporation at cricket. 
Scores were: Mayor’s XI—S1. 
all out (Courtney Lewis, 6 for 6); 
B.P.A.A.—123 (H. Wass, 38 not 
out). 

Golf was played at the East 
Brighton Club on Monday. The 
Mills & Rockleys Cup was won 
by L. T. Denson, runner-up, J. 
Fulton Brown. Three plavers tied 
for third nlace—G. P. Jackson, 
Kenneth Edwards, Sidney Brown. 

Result for the Leicester Cup 
(18 hole two balls, foursome, 
bogey competition): 1. G. P. 
Jackson and Kenneth Edwards. 
nine up; 2, J. Fulton Brown and 
Graham Roe. four up (adjudged 
runners-up on last nine holes) 
tied with H. Wass and L. T. 
Denson, four up. 
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Lord Mackintosh opens the ‘Festival Focus’ 


Newcastle Club’s Ad. 


‘Focus’ Is 


Hailed As Great Enterprise 


What the South Bank forgot, the Publicity Club of Newcastle 
remembered. This was the compliment paid by Lord Mackintosh 
when, on Monday, in the Chronicle hall, he opened the 


“Festival Focus on Adv 


”” organised by the Club. 


Together with the International Conference, said Lord Mackin- 


tosh, this event made up for 
the lack of reference in the 
South Bank Exhibition of the 
part which advertising has 
played in industry and com- 
merce. 


The Club's president, the Hon. 
Denis G. Berry, presided at a 
luncheon when Lord Mackintosh 
was welcomed by the Lord 
Mayor on behalf of the City, and 
by C. Lorne Robson, chairman, 
on behalf of the Club. Lord 
Mackintosh congratulated the 
Club on a great enterprise, which, 
he thought, was the best bit of 
work he had heard of a Publicity 
Club doing for many a long day. 

“Advertising,” he said, “is to 
business what romance is to 
literature. It makes business an 
ad-venture.” In its raw materials, 
and its ideas, it played on the 
minds and instincts of men. 
Because of this advertising could 
do very great good or great 
harm. Its responsibiliiies were 
great. This was not realised in 
the “buccaneering days”—and 
advertising got off on the wrong 
foot. . . . It had taken 25 years 
to put it where it should be, and 
to establish that it had a contri- 
bution to make not only to 
business but to society. 

The Clubs could do much to 
keep the central body of organ- 
ised advertising in touch with life. 
They were more than outposts. 
Each, in its own locality, had the 
responsibility of promoting con- 
fidence and guarding professional 
standards. He thought the New- 
castle Club could have chosen no 
finer way of doing these very 
things than by putting. on its 
Focus. 

At the opening ceremony Lord 
Mackintosh was thanked on 
behalf of the Club by E. Ross, 
chairman of the exhibition com- 
mittee. 

The Exhibition, which remains 
open all this week, covers every 
aspect of advertising. It promises 


to be one of the City’s most 
popular Festival events. The 
central stand graphically portrays 
a complete advertising campaign, 
for national savings, from incep- 
tion to launching. 

All phases of advertising work 
are featured. and the Festival 
Focus shows that the Club has 


hit the target indicated by their : 


president. They have, indeed, 
“shown publicly the degree of 
skill to which the profession has 
advanced and the integrity it 
should preserve.” 


‘Express’ 3-Page 
May Be Back 
Later 


The Daily Express is dropping 
its half-page advertisement space 
from June 25. 

Its place will be taken ty an 
11 x 4 space at a price of 
£1,550 and an 8 in. d.c. semi- 
solus costing £500. 

“I hope this will be only a 
temporary measure and later in 
the year we may be able to get 
back to normality,” Leslie W. 
Needham, director of advertising, 
London Express Newspapers Ltd., 
told ADVERTISER'S WEEKLY. 

Bristol Evening World has in- 
creased its display rate from 15s. 
per s.c. inch to 17s. 

Other new rates are Shrewsbury 
Chronicle 9s. per s.c. inch; Mont- 
gomery & Merioneth County 
Times 7s. per s.c. inch; Cornish- 
man 68. per s.c. inch. 

Classified rates for the British 
Medical Journal have been re- 
vised. 


Colliery Fund, £19,000 
The Easington Colliery Dis- 
aster Fund, sponsored by the 
Evening Chronicle, Newcastle, 
the Newcastle Journal and the 
Evening Gazette, Middlesbrough, 
has passed £19,000. 


I.S.B.A’s Aim— 


ADVERTISER’S WEEKLY 


To Improve Investment 


Value Of Advertising 


The social and economic func- 
tions of advertising were cham- 
pioned by speakers at the annual 
meeting of the Incorporated 
Society of British Advertisers last 


week. 

Sir Archibald Forbes, president, 
Federation of British Industries, 
said that advertising had not 
merely greatly assisted the export 
drive. It had performed the diffi- 
cult task of keeping goods in the 
minds of home consumers and 
explaining why the best products 
were not available on the home 
market. 

Clifford J. Harrison, marketing 
director, Horlicks Ltd., claimed 
that advertising was beneficient 
in that it created consumer 
demand. It was part and parcel 
of the service which the manu- 
facturer rendered to the consum- 
ing public. 

“The thought I would like you 
to carry forward into the Society's 
second half-century is this idea 
of advertising being a service to 
the public,” he said. 

Proclaiming that Britain was 
“by no means in the van of in- 
flation,” Sir Miles Thomas, 
president, Advertising Associa- 
tion, said it was this that gave 
him his faith in the power of ad- 
vertising to present a very accept- 

able story of Britain to-day, 

The fact that 1.S.B.A. was the 
oldest national advertising asso- 
ciation in the world, was recalled 
by its president, Sir Harold 
Bowden, who said that its mem- 
bership and revenue were now the 
highest in its history. 

All LS.B.A.’s activities were 
designed to improve the invest- 
ment value of advertising and to 
keep advertising standards clean 
and fair. 

Sir Harold urged all adver- 
tisers to belong to the Society. 
Just as media owners and adver- 
tising agents rightly and properly 
organised to protect their 
interests, so also must those who 
found the money for advertising. 


Sir Harold Bowden, chairman 
of Raleigh Industries Ltd. is 
again president of the Incorpor- 
ated Societys of British Adver- 
tisers. He was re-elected at the 
Sist annual meeting last week. 

Elected vice-presidents were: 
Lord Mackintosh John Mackin- 
tosh & Sons Ltd.); L. S. Amery; 
Sir Harry Hague (A. Wander 
Ltd.); H. J. Bostock (Lotus Ltd.); 
W. B. Chivers (Chivers & Sons 
Ltd.); Lt-Col. J. N. Horlick 
(Horlicks Ltd.); Austin Reed 
(Austin Reed Ltd.); John Ryan 
(The Metal Box Co., Ltd.); and 
P. G. E. Warburton (Richard 
Hudnut Ltd.). 


ODD SP@T 


us recently saying that she 
always reads about Wall's Ice 
Cream in these two papers. 
She then went on to ask, with 
innocent sweetness, ‘What is 
Wall's Ice Cream?’ 

“The shock of this remark- 


PROTEST OVER 
COUPON ISSUE 


Cheers from 1,200 delegates to 
the Union of Post Office Workers 
conference at Llandudno fol- 
lowed a unanimous demand that 
the Post Office should be pressed 
to cancel arrangements under 
which a pools firm used its own 
postal staff to send out six mil- 
lion folders for a soap firm. 

A coupon offer was recently 
| distributed by this means. 


C. B. Wrey, chairman, Sir Harold Bowden, president, and Alan 
Whitworth, director, at the Incorporated Society of British Advertisers 
annual meeting luncheon. 
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Cc. G. W. Carter, senior assist- 
ant advertising manager with 
Spatt’s Patent Ltd., has joined 
Creators Ltd., makers and man- 
ipulators of Thermo-Plastics, as 
advertising manager. 

” * * 

R. C. Graveley, G.C., recently 
accounts executive (Midlands) 
with C. D. Productions Ltd., and 
formerly with Brockhouse Ad- 
vertising, has joined the staff of 
Ferguson Publicity as exhibition 
and films _ officer. Ex-pilot 
Graveley is well known as an in- 
dustrial photographer, specialising 
in aerial work. 

* . * 

A. M. Wood has _ been 
appointed advertisement manager 
of the Manager. He joined the 
staff as a representative in May 
1950 after four years in the ad- 
vertisement department of the 
National Cash Register Co. 

+ * * 

E. A. Craig has been appointed 
advertisement representative of 
the Engineer in Scotland, Ireland 
and the north-east coast area in 
succession to D. Mathieson who 
is retiring. 

* * 

Miss Vere Denning has joined 
Legget Nicholson & Partners 
Ltd. to take control of the fashion 
section. 

* * 

E. Balliol Scott this month 
celebrates fifty years as editor of 
the Mining Journal. In addition. 
F. V. Walters and E. S. Hooper, 
advertising representatives, re 
- also celebrating fifty and twentv- 
one years respectively with the 
journal. 

* * 

Norman Bower, managing 
director of Intam South Africa 
(Pty.) Ltd., is visiting London 
for a few days on June 11. 

. * * 

H. L. Pollock & Co., Ltd., pro- 
prietors of the Scottish Trader, 
announce that H, L. Pollock has 
resigned as managing director in 
order to concentrate more on 
free-lance commitments. I. G. 
Yule has been appointed to 
succeed him and A. Cowan- 
Martin is appointed editor. 


ae 


igo 


Se a ee ee 


New council of the Advertise- 
ment Contractors Association 
comprises: M. D. Linton (chair- 
man), S. Rogers (hon. treasurer), 
D. (hon. secretary), R. 
Joel, S. G. Barnett, and J. V. 
Tame. 

- * . 

R. G. Dudley-Brendell has 
been appointed studio manager 
to Legget Nicholson & Partners 
Ltd., commencing on June 11. 
For the past five years he has 
held a_ similar position with 
Larder & Stevens Ltd. 

* - * 


H. D. V. Gould has returned 
to his Fleet Street office after 
convalescence following his recent 
illness and is resuming his normal 
business routine. L. G. Whitting- 
ham, who has been deputising 
for him, will remain in the 
capacity of general manager. 
Alan E, Gash has rejoined the 
staff as a space rep. from Service 
in the R.A.F 

* * 

Peter Johnson, formerly senior 
account executive with Graham 
& Gillies Ltd, has been 
appointed publicity controller of 
the industrial division of Thomas 
De La Rue Ltd. E. C. Handel 
remains advertising and publicity 
manager. 


Golf 
Column Club 
Spring Meeting 


Results of the Fleet Street 
Column Club golf circle’s Spring 
Meeting at Addington Palace 
Golf Club were: 

Winner of Arthur Dickens 
Trophy, H. H. Gibbons, 88—15 
= 73, M. H. Chavasse (runner-up 
on last 9 holes), 88—14=74, tied 
with W. P. Cleverdon, 89—15 
= 74. 

There were three ties in the 
foursomes comnetition: H. 
Varley and R. Everitt (adjudged 
winners on last 9 holes), C. Glover 
and J. Everitt (runners-up), and 
J. B. Fitzpatrick and A. H. 
Mclsaac, all 5 down. 

Prizes were given by Andrew 
Milne, C. Glover, and George 
Murray. 
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Club News 


LNUNUT ATTN 
Sutcliffe Again 
Leeds Chairman 


Officials elected at the annual 
meeting of the Publicity Club of 
Leeds were: president, Stanley 
Gray; chairman, Henry J. Sut- 
cliffe; hon. secretary, Charles 
Steel; hon. treasurer, J. W. 
Stafford; hon. Press officer, W. C. 
Strachan; N.A.B.S. steward, T. C. 
Cavan; hon. solicitor, J. C. C. 
Bowling; hon. auditor, Y. 
Bernard Murtland. 

Executive committee: T. C. 
Cavan; Frank Dutson; Charles 
H. Dyson; C. Roderick Gallant; 
J. Maurice Gordon; J. R. Hall; 
J. A. Horrox; H. Lomas; S. J. 
Minson; E. V. Roberts; J. W. 
Stafford; Charles Steel; Wm. C. 
Strachan; W. A. Whittall; R. S. 
Seton. 


C.D.C. Meet In 
London 


The Club Development Com- 
mittee of the Advertising Associa- 
tion, at its meeting at the 
Aldwych Club on Saturday, con- 
firmed the arrangements in con- 
nection with Clubs’ Day for the 
International Advertising Con- 
ference. Delegates from the fol- 
lowing Clubs were present: Berks 
& Bucks, Birmingham, Coventry, 
East Anglia, Ireland, Leeds, 
Leicester, London, Manchester, 
Newcastle, North Wales, Oxford, 
Portsmouth, Regent, Sheffield and 
Southampton. 

Delegates were the guests of 
Provincial Newspapers Ltd. at a 
cocktail party and of the Adver- 
tising Association at lunch. They 
were entertained to dinner at the 
Cafe Royal by the directors of 
Benn Bros. Ltd. 


Here are the speakers when the Publicity Club of Leeds beat Manchester Publicity Association, 1. to r. 
Leeds: R. E. Seton, T. G. Cavan, Frank Dutson; centre—H. J. Sutcliffe, chairman of the Leeds Club; 
Manchester: R. L. Wharton, G. R. Mellor, R. Thompson. 


Olive M. Hirst 


June 7, 1951 


Cc. G. W. Carter 
London 


First Woman 


Vice-Chairman 


The Publicity Club of London, 
at its annual meeting on Monday, 
elected as its vice-chairman Miss 
Olive M. Hirst, joint managing 
director, Sells Ltd. She is the 
first woman to hold this office. 
There were five candidates. 

Other officers elected were: 
Chairman, F. Murray Milne, 
director, F. J. Lyons Ltd.; hon. 
treasurer, S. T. Holmes; hon. 
secretary, E. E. Preston. 4 

Re-elected to the Council were 
Harold Butler, H. J. Hewson, 
Ivan Luckin, George Warden, 
Sylvia Weinberg. New members 
elected were Leonard Garland 
(director, S. T. Garland Advertis- 
ing Service Ltd.), S. E. Harris 
(general manager, Alfred Bates & 
Son Ltd.), A. H. MclIsaac (adver- 
tisement director, Argus Press 
Ltd.), Martin Pick (advertising 
manager, Arthur Guinness, Son 
& Co., Ltd.) and C. D. Rant 
(editor, ADVERTISER'S WEEKLY). 

The Lord Mayor of London 
was elected president, and Fred 
Harding, Leon Goodman and 
J. B. Nicholas, additional vice- 
presidents, 


Berks and Bucks 


Entrance Fee 
Cancelled 


Officers elected at the annual 
meeting of the Berks and Bucks 
Publicity Club: President, Sir 
Patrick Gower; hon. vice-presi- 
dents, Clifford Harrison, D. 
Courtney Embley, P. J. Halsey: 
chairman, H. E. Shalson: vice- 
chairman, J. S. Walmsley; 
treasurer, J. V. White; hon. 
secretary, A. G. Bitton. 

In view of the Club’s healthy 
financial position, it was decided 
to do away with the entrance 
fees of a guinea and half-a- 
guinea for full and associate 
members respectively 


Oxford 


Festival of Britain 
Window Display 


A window display competition 
is being arranged by the Adver- 
tising Club of Oxford as its con- 
tribution to the Festival of 
Britain. 

[(More Club News 07 paz> 15) 
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HOME CHAT uses regular reader 

co-operation schemes to add impact to your 

advertising. HOME CHAT’S editorial support for 

advertisers is traditional. The remarkable interest 

centered around its present Baby Circle Feature 

is a case in point. No serious campaign designed to A ¥ 

reach the eyes, the hearts, the homes of women A N . P U B L I C AT I 0 N 


readers can be complete without HOME CHAT. PRICE 3id WEEKLY + PAGE RATE £100 


A. W. BURNETT, ADVERTISEMENT DIRECTOR, THE AMALGAMATED PRESS LTD.. THE FLEETWAY HOUSE, LONDON, E.C.4 
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Set Fair For The 


Conference 


Ts International Advertising Conference is going to be a 


success. This, a month before it is due to open, can be 

confidently asserted. Doubts and difficulties experienced in 
the early stages have been dispelled, the practical problems that 
always arise have been, or are being, overcome. As always on a 
great occasion, the advertising business stands united, determined 
that the Conference shall add lustre to the British tradition of 
hospitality, and justify a claim to leadership. 


a * 
Already, over 1,750 delegates have registered, and there 
will be many more. 


Particularly gratifying in view of the 
international situation is the 
fact that there are 600 from 
overseas—a tribute to the 
respect in which Britain, and 
British advertising, are held 
throughout the free world. 

Themes to be discussed at the 
major business sessions should 
ensure a high level of debate, 
leading to a better understand- 
ing of the place of advertising 
in the complex pattern of world 
affairs. Speakers, it is to be 
hoped, will resist temptation to wander too far into the realm of 
international politics. Advertising, let it not be forgotten, is 
primarily a tool of commerce: its function is to sell goods and 
services as well as, sometimes, ideas. In so far as the causes of 
world unrest are economic, advertising can best promote peace 
and democracy by aiding more effectively the efficient distribution 
of the means of life. To further this task should be the first Con- 
ference aim. 


+ * * 

Another objective, and one almost as important, is to provide 
an opportunity for interchange of technical knowledge. This 
should be accomplished by the specialised sessions, the claims of 
which must not be made inaudible by the thunder of the big guns. 

Delegates, one assumes, will come prepared to work hard. 
They will be able to play hard, too. The social programme has 
been planned on a magnificent scale. It is at the parties and 
receptions, at the cocktail bar and the tea table, that people get 
to know each other and make friends. To bring together socially 
advertising men and women from all over the world is not the 
least of the purposes of a Conference such as this. 

@ Change of subscriber's address: Please inform the publishers three 
clear weeks in advance of the issue for which change of address is to 
take effect, and include present address in full as well as new addre SS. 


TEMPLE BAR 248 © 112, HIGH HOLBORN, W.C.| 


June 7, 1951 


To-morrow’s Topics 


Hard-selling 


occasion 


¥ 


HOSE who fear—or hope! 
—that the International 
Advertising Conference 
may develop into a polite ex- 
change on a high intellectual 
plane of profound ideas about 
the future development of adver- 
tising are in for some surprises. 

This is not going to be a long- 
haired talking session, for big 
business men do not travel the 
world to stifle conference halls 
with vague theorising. It is going 
to be a hard-selling occasion, with 
the enemies within, as well as the 
critics of advertising, getting their 
answers straight from the 
shoulder. 

Accepting the Challenge to 
Advertising thrown down by 
Lord Beveridge will be Fairfax 
Cone, chairman of the Advertis- 
ing Council in the United States. 
He is renowned for his forthright 
speeches. Last year, when he was 
chairman of the American Asso- 
ciation of Advertising Agencies, 
he told that organisation's annual 
Convention: “Advertising can rid 
itself of bad taste only by exer- 
cising self-control and yelling 
bloody murder when someone 
else violates the canons of good 
taste.” 

—_— —_— 


Lord Beveridge will NOT 
launch an attack on advertising 
when he presents his challenge. 
He will do just what the pro- 
gramme says, and “review the 
world situation and_ problems 
confronting business men attend- 
ing the Conference.” 


14 U.S. speakers 


ORE than two thousand 
4 delegates will attend the 
Conference, and between 100 and 
150 of them will be from the 
United States. 

Fourteen Americans are listed 
among the leading speakers, and 
with their advanced knowledge 
of publicity techniques they may 
expect often to set the pace. 
There will be no objections to 
this, for after all the U.S. was 
the fountain of most that is 
modern in advertising. 

In a recent review in the Daily 
Tele graph of Paul Hoffman's 
book °* ‘Peace Can Be Won,” ” Guy 


Ramsey commented: as is 
full of practical AUOEP SB 
including a scheme for inter- 
national propaganda of the truth 
to controvert the Kremlin's 
hitherto horrifying successful 
propaganda of the lie. The 
importance of advertising democ- 
racy can scarcely be overrated, 
even by an American business 
man.” 

That gives some idea of the 
approach delegates from across 
the Atlantic will make to the 
Conference theme “The Tasks of 
Advertising in a Free World.” 
They believe in the hard-selling 
of ideas as well as merchandise. 
There will be politics in Central 
Hall, too. 


—~— 


Despite criticism, the Confer- 
ence organisers have decided not 
to nominate a_ speaker from 
Britain to endorse the acceptance 
of the Challenge to Advertising. 
More will be heard about this 
when after-the-event inquests are 
held 

— = _- 


Germans coming 


ERMAN and other Con- 
tinental delegates will tell 
leaders of British advertising that 
they were disappointed by the 
small British representation at 
the recent Advertising Congress 
held in Hamburg. They will 
express the hope that there will 
be better attendances at European 
functions in years to come. 
While they are in London, 
many of the Continentals will be 
paying close attention to business. 
They expect to make valuable 
contacts at the social events. 
Hurlingham will turn out to 
be a mixture of business and 
pleasure for these top-level con- 
tact men. Certainly whatever 
business they are able to do will 
be well leavened with the lighter 
aspects of Conference activities. 


ome 


Amidst the Conference flurry, 
what will be the main topic of 
shop-talk? Probably the set-up of 
a new, major advertising agency 
in London linking British and 
American advertising and busi- 
ness interests. Plans for the 
formation of this new organisa- 
tion—first noted in this column 
a fortnight ago—are progressing 
well, and an announcement may 
be expected within the next week 
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By influencing a woman to acquire what good 
taste instinctively suggests, what above- 
average means can afford, and what can be 
turned to practical account for herself and 


her home, GOOD HOUSEKEEPING offers a 
unique medium for those products which, 
on being purchased, are admired by others 


who say: ‘I must get one too!’... 


...and for such women, there’s extra 


confidence in the fact that all 


GOOD 
HOUSEKEEPING 


advertisements are guaranteed 


——— 


<a 


THE NATIONAL MAG'AZINE CO. LTD., 28/30 GROSVENOR GARDENS, LONDON, S.W.1, 
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POLICY PLATFORM—Media Research 


NE {subject likely to be 
discussed at the Inter- 
national Advertising Con- 
ference is that of media research. 
In this sphere our friends in the 
US.A. are in some respects in 
advance of ourselves, and the 
opportunity may be taken to 
learn from the experience of 
American delegates. 

There is, among some media 
owners in this country, a pro- 
found suspicion of readership 
surveys. The need for facts about 
readership, advertisement atten- 
tion value, and the like, is ad- 
mitted, but it is felt that the 
methods of inquiry used require 
critical examination and that the 
most appropriate form of organ- 
isation to carry out such research 
has yet to be established. 

This point of view was forcibly 
expressed by Lord Burnham in 
his address to the Advertising 
Conference at Buxton in 1949. 

“In my view it is not the func- 
tion of a newspaper to provide 
detailed analysis of readership, 
circulation, or fancy information 
of that kind,” he said. > 
an analysis, statistics, review, or 
what not, has got to be produced, 
it should be got out by somebody 
representing all the interests in 
advertising and meet the require- 
ments of all, and not by an organ- 
isation commissioned by any par- 
ticular section of media. . 1 
must confess to a_ profound 
suspicion of sampling.” 

At the same Conference, Mr. 
W. W. J. Studd, while not con- 
demning media research as such, 
stressed what he considered the 
danger in the fact that “anybody 
could conduct a media survey 
and publish it, without the per- 
mission of publishers whose 
journals were covered, even 
though it might contain matter 
detrimental to them.” 

One might quote also a recent 
episode, when a survey conducted 
for Time (Atlantic edition) on the 
reading habits of British business 
men roused adverse comment. 

Such criticisms do not in any 
way reflect on the good faith of 
the sponsors of current surveys 
or of the research organisations 
employed. The Hulton Reader- 
ship Surveys, for example, may 
contain data distasteful to some 
publishers but nobody suggests 
that they are conducted otherwise 
than with complete objectivity 


and integrity. 
great service rendered by Hulton 


Moreover, the 


Press in sponsoring readership 
surveys on such a grand scale is 
universally recognised. Never- 
theless, the fact of unease must 


be recorded. 
aa * * 


ar the Buxton Confer- 
ence, there was a movement 
within the Newspaper Proprietors’ 
Association to promote the kind 
of readership research that would 
be acceptable to members of that 
body. Discussions were initiated 
by the Advertisement Committee, 
but nothing concrete emerged. 

Then, a few months ago, there 
arose the suggestion that there 
might be established in this 
country something similar to the 
Advertising Research Foundation 
in the U.S.A. 

The work of this body had 
been studied during recent visits 
to the States by the directors of 
the LS.B.A. and L1.P.A., to whom 
its merits, Were apparent. Several 
meetings ‘were held, both to ex- 
plain the proposition to parties 
likely to be interested, and to 
ascertain the probable measure of 
financial support, but the project 
was shelved, for a number of 
cogent reasons. 

There is little doubt, however, 
that when conditions become 
more stable, it will be revived. It 
is therefore of interest to outline 
the constitution and functions of 
the Foundation. 

* . * 

HE Advertising Research 

Foundation, which is spon- 
sored jointly by the Association 
of National Advertisers and the 
American Association of Adver- 
tising Agencies, was formed in 
1936, as a non-profit institution 
“to promote greater effectiveness 
in advertising and marketing 
through impartial and objective 
research.” Its policy is controlled 
by these two bodies, which 
nominate the members of its 
Board of Directors, on which 
advertisers and agencies are 
equally represented. 

Finance is derived from two 
sources. The sponsoring organ- 
isations each subscribe to an 
underwriting fund by which the 
machinery of the Foundation is 
maintained in being. In 1949, 
each contributed $7,500. In addi- 
tion, organisations using its facili- 
ties pay fully for such work: 


The Case For A British Advertising 
Research Foundation 


Among subjects likely to be raised at the International Advertising Confer- 
ence is that of 
American experiment and how it might be adapted to this country’s needs. 


media research. 


media projects are paid for by 
the co-operating media organisa- 
tions. Revenue is also derived 
from the sale of published 
reports, Total revenue in 1949 
was $271,400. 

Its function is not only to dis- 
cover facts, but to make its find- 
ings available to everyone con- 
cerned. When agreeing on the 
conduct of a study, the co- 
operating medium must also agree 
that the findings will be pub- 
lished and distributed to all 
makers of the A.N.A. and the 
Four A's. This precludes sup- 
pression of facts that might be 
distasteful to any individual pub- 
lisher. 

The Foundation 
projects, studies only what is 
brought to it, and then only if 
the research will benefit adver- 
tisers, agencies and media v 
Its operations are “tripartite,” 
that, for each of its studies, heme 
is an administrative committee 
with membership divided equally 
between advertisers, agencies, and 
representatives of the media 
under investigation. This com- 
mittee approves a statement of 
objectives, after which the field 
work is entrusted to a selected 
outside commercial organisation. 
The Foundation writes and pub- 
lishes the final report. 

Each of the Foundation’s _Pro- 
jects is a “Continuing Study.” To 
show what this involves, one can 
quote as an example the oldest 
of the series, the “Continuing 
Study of Newspaper Reading,” 
financed in the main by the 
Bureau of Advertising of the 
American Newspaper Publishers 
Association. During a little over 
seven years, from the inception 
of the study in 1939, 109 studies 
of individual newspapers were 
made. 

Other Research Foundation 
projects include the Continuing 
Study of Transportation Adver- 
tising and the Continuing Study 
of wa” Publications. 

+ . 

T a readily be appreciated 

that to adapt this scheme to 
British circumstances 
involve formidable problems, 
largely financial. While our ad- 
vertiser and agency organisations 
could, no doubt, if so disposed, 
raise from their members the 
basic annual income needed to 
establish and maintain the organ- 
isation, the extent to which it 


solicits no 


would 


This 


article 
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discusses a_ successful 


would be used by media organ- 
isations is hypothetical. To set 
up an organisation without assur- 
ance of such support would be 
futile. 

In the U.S.A., media organisa- 
tions are more numerous than 
here, because the number of pub- 
lications is so much greater. In 
this country, there are but three 
representing the Press — the 
N.P.A., the Newspaper Society, 
and P.P.A. Moreover, publishers 
in the U.S.A. are converted to 
the value of research: here, many 
would require persuasion. 

This is not to say that, under 
more normal conditions, such a 
project would be impossible. Far 
from it. The recent proposal was 
abandoned, in the main, because 
it was deemed untimely. The 
pattern of sales, and thus of 
readership, is and is likely to be 
for some time, distorted by paper 
shortage, and by restrictions on 
promotion. Publishers, struggling 
against high and soaring costs of 
production, are not, understand- 
ably, in a mood to contemplate 
new and expensive commitments. 

What will be the position when 
stability returns? It is reasonable 
to assume that support would be 
forthcoming from the two news- 
paper organisations, but the atti- 
tude of the periodical proprietors 
would be anybody's guess. 

An independent organisation 
that would control and guide re- 
search, leaving the field work to 
outside commercial firms, is ob- 
viously desirable, but it might 
well have to be differently con- 
stituted from its U.S. counterpart, 
and undertake a broader scope of 
action. One can, perhaps, visua- 
lise an organisation that would 
not only supervise readership 
researches in collaboration with 
media owners, but undertake 
other investigations the results of 
which would benefit the adver- 
tising business generally. Such 
a body might, perhaps, take over 
the work of the Advertising and 
Statistics Committee of the Ad- 
vertising Association as well as 
that of the LILP.A. Research 
Department. Its field of useful- 
ness would only be limited by the 
finances at its disposal, which 
would be drawn, not only from 
sponsoring media organisations, 
but also from advertiser sources. 

A Utopian conception, per- 
haps, but surely not to be re- 
garded as impossible. 
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DON’T LIMIT YOUR ADVERTISING! 


-++Fing up or write 


THE COMMERCIAL ADVERTISEMENT OFFICER 


BRITISH TRANSPORT COMMISSION 


CRANBOURN CHAMBERS, LEICESTER SQUARE STATION, LONDON, W.C.2. TELEPHONE: TEMPLE BAR 3490 
SCOTTISH OFFICE: 7 CASTLE TERRACE, EDINBURGH. TELEPHONE: EDINBURGH 31021/2 
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(Keystone Studio 


ECENT soap advertising 

has had this in common: 

that the stories told about 
the various products have nearly 
all been thought up as adver- 
tising and merchandising opera- 
tions. No product has had an 
intrinsic feature sufficiently out- 
Standing to set it apart from its 
competitors. 

True, Breeze has its novel scent 
and Swan its novel shape, but 
Derl has a story: The story of 
a new ingredient, hexachloro- 


Advertising Case Histories—I1 


phene, which may revolutionise 
the whole soap market. 

Ever since scientists have 
known about germs, they have 
been experimenting to discover 
an ingredient which, when incor- 
porated in a soap, would result 
in a germ-killing formula. Soap, 
it Was recognised, would not 
destroy microbes. It would wash 
some of them off the skin; but 
millions survived, even after per- 
sistent ablutions, and multiplied 
rapidly the moment the bath 
room ritual had ended. 

Some of these microbes are 


CHATHAM _ 


& 


OBSERVER | 


58 HIGH ST., CHATHAM | 
tonDON =ARTHUR CLAY, 80 FLEET. STREET cen. 150 


On Tuesday of last week a half page advertisement in the Daily 
Express launched Der! soap (packet on the left) to the public. This 
was the culmination of six weeks of rush planning to ensure that the 
product should be the first of its kind on the market. 
story of how — 


Derl, New Hexachlorophene Beauty Soap, 
Gets 40% Distribution in Six Weeks 


“resident,” always on our skin. 
Others are “transient,” picked up 
by surface contact of the skin 
with objects in the environment. 
Transient bacteria are relatively 
easy to remove by washing with 
ordinary soap and water. The 
resident flora is found on the skin 
irrespective of contact contamina- 
tion and is not easily removed by 
ordinary washing. 
Hexachlorophene incorporated 
in a soap, if used for one to three 
minutes will, it is claimed, reduce 
the bacterial flora of the skin to 
a level unheard-of with ordinary 


soap, or by the combination of 
ordinary soap with other 
chemicals. 


A hexachlorophene soap, Dial, 
has, one hears, been very success- 
ful on the American market, and 
Pure Products decided to launch 
one here as soon as hexachloro- 
phene became available in Britain. 

About two months ago 
shortly after Easter—Pure Pro- 
ducts called in Dorland Advertis- 
ing to take over the launching. 
A fortnight later the product was 
introduced to the trade by the 
first mailing, and the first news 
to the public was given with a 
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This is the 


half page in the Daily 
on Tuesday last week. 
Cause for the rushed launching 
is that Pure Products considered 
it essential to be first in the field. 
Since the firm is, in the soap 
sense, a comparatively small one, 
to have limped behind one of the 
collosi would have been fatal. 


Distributed To 
Chemists Only 


From the outset it was decided 
to distribute the product only 
through chemists because it was 
felt there would be few sales at 
grocers for a health and beauty 
soap priced at Is. 3d. per tablet. 

In the six weeks since Derl was 
launched to the trade, a distri- 
bution to 40 per cent of all 
chemists has been achieved—and 
this in spite of a growing resist- 
ance against all new lines from 
chemists. 

The marketing campaign 
opened with a conference of sales- 
men, when roughs of advertise- 
ments were shown together with 
a series of pictures of Barbara 
Goalen. the first “Der] Girl.” 

Next. a direct mail shot in the 


Express 


£ 
From America 
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A Beauty Soap with 
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Derl burst on to the market with this broadside last week, the first 
hexachlorophene soap on the British market. 


q tie pets oe ia - ome. came A oP I | aot S reeenieeee 

, ey, 

426 Pe ‘ 

~t y | ae UP: ry 

Ss - sa . } iain " 

: ' ( saarewarecee as 

h e\ ; SAULT SOA} 4 

4 Rs tb} of y 
‘i ” Fane, * (4) - , . Ss 
- bors ee , ; 
< t 
i ; 
==, -— | 
‘ | 
"3 ' : 
ay SORE EE | Resse =e _ : 
ie ~~ ae— | : 
o neal } 
= Sapeermemgtare 
‘ ; oohester, Chath ath mi giling am & Strood 7 
ta } | 4 . " 
ifn ' “i - ; -- “- > x - = : 
i. | = 2 = 1) A 
a a — “> ‘art « 

: = Q* ee | 
Sage ¥ 
re 
reel 
bea 
a 


ADVERTISER'S WEEKLY 


net sale in 
the world 


daily inch 


ee aily Mirror 


space rate 
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£30 


PER PAGE 


TO REACH 


2,032 


LOCAL AUTHORITIES 


AND 


60,000 


READERS 


£2.000.000.000 


MUNICIPAL MARKET 


COMPLETELY COVERED ONLY BY 


i tb Soll 


MUNICIPAL JOURNAL and 
PUBLIC WORKS ENGINEER 


3/4 Clements Inn, London, W.C.2. 
Telephone HOLborn 2827. 


Case History—continued 


form of a blown-up business 
letter was sent to chemists, list- 
ing a display bonus. A display 
order form on a business reply 
card was included. This same 
business reply card was again sent 
a fortnight later with a second 
mailing shot in which advertising 
plans were announced. A first 
pull of the Express ad. was also 
included. Replies from __ this 
second mailing were particularly 
satisfactory. Over 2,000 chemists 
have so far promised to install 
displays during June. 

Meanwhile trade Press advertis- 
ing had been used to reinforce 
the mailings to dealers. 

Final step in the launching 
campaign was a reception for 
beauty editors of the women’s 
Press. 

The first consumer advertising 
has now started, using national 
dailies, women’s journals and 
selected provincials. 

Dorland advised that copy 
should place first emphasis on the 
cleansing power of Derl and 
associate this sales point with the 
aim of every beauty-conscious 
woman—to secure and safeguard 
a flawless complexion. This 
angle will be carried further in 
future ads. with the slogan “You 
can tell a Derl Girl by her flaw- 
less complexion.” 

On the subject of the anti- 
body odour action of Derl, it was 


June 7, 1951 


felt that this sales point could be 
put over sufficiently delicately by 
stressing that when used as a 
bath soap, Derl gives “all-over 
freshness.” 

To have stressed this angle 
more, it was feared, might have 
put some women off from asking 
for the product. 

So the complexion and skin 
angle has been used to top the 
ads. and the word “hexa-chloro- 
phene” is featured, split into three 
as shown, to ensure that women 
will be able to pronounce it. 

The germicidal property of the 
soap—for which hexachlorophene 
is responsible—is pointed in the 
Express half page by a little box 
stating that doctors “use Derl 
for the personal pre-operational 
hygiene.” This fact emerged 
from a quarter page ad. taken 
some time ago in the British 
Medical Journal. Several doctors 
and health authorities showed 
interest in the soap, and it was 
shown that surgeons who had 
been in the habit of scrubbing 
their hands for ten minutes before 
an operation need only wash for 
three with Derl. 

This outlet is being further ex- 
ploited. . Already one of the 
larger teaching hospitals has 
bought a substantial quantity of 
Derl, and efforts are to be made 
to interest other medical authori- 
ties with a campaign using 
medical Press and direct mail. 


These showcards, display outers and literature dispensers have been 
offered to chemists. 


Successful 
. . 
Publicity! 

NE of the most remarkably 
successful jobs of publicising 
and selling in the past 100 years 
is marked in the Sherlock 
Holmes Exhibition at Abbey 
House, Baker Street, London, 

open until September 22. 
all British authors, Sir 
Arthur Conan Doyle must be one 
of the most supremely successful 
in persuading his readers of the 
reality of the characters he cre- 
ated. Without the advantages of 
high-pressure publicity and ad- 


Vertising “tie-ups,” campaigns and 
what-have-we, this quiet London 


doctor created an imaginary 
sleuth whose exploits have stirred 
the reading public from Hackney 
to Hong Kong for over 50 years. 

The exhibition organised by the 
Borough of St. Marylebone, is 
remarkable in many ways. There 
are Conan Doyle MS., first. 
early and foreign editions of the 
Holmes books: copies of the 
magazines in which Holmes’s in- 
tellectual and physical exploits 
won tens of thousands of readers 
(and subscriptions!): Holmes 
relics galore. And there is a most 
convincing reconstruction of the 
famous study at 221b Baker 
Street which is well worth a visit 
by all who are interested in dis- 
play and exhibition work—E.W:S. 
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510,00 


must be won! 


PicTtTwU RE 


declaresa great photographiccompetition OPEN 
in next Wednesday’s issue. Within the next few 


months a total sum of £10,000 will be won by 
PICTURE POST readers—by the girl next door, by the man up the road, by you. 


fer the photogengh That wins 4st prize 


each tc the 35 ramners-gp 


veah te the next THOUSAND best 


for every phatogeagh published in Picture Post 


Biss @ ied 


| Tie competion is open. to crery oe Altogether there are Seven groups, oy class-s: 
Ae MAPPIEST photographs ——«2.-FUNNIEST photographs ‘Bask ABTIOM photograph 
= he Meat REANTIFUL VIEWS 5, ost ATTRACTIVE GIRLS @_Flnaat BABY phatographs 
wee “1. Best ARIAL photographs 
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who can hold @ camera still” “and click its. ahuters + int 


these prizes, Dow beditate— however acw to meer" “thy: jou are 


—f0 enier. The a question ‘to ask yourseli is not 4 Is this 2 a " 


Me 


good photograph 2” bat rather Is it fanny 2?” or “Is she petty oni TR, 


or “Do we look bapey? a . 


Bo 3a 


Because thee how your ‘aes witt be Suited 


A 


ENTRY FORMS ARE IN PICTURE POST ON SALE, JUNE 13, 


together with full instructions and conditions. (Photographs can of 


course only be considered when submitted with the proper entry coupon), 


Pict 


Post your Picture to POS] 
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REVIEW OF PACKAGING 


Tasty Noodles, Glamorous Ladles 


yee re 
S\ sean CNS 


; Original pack for a unique pro- 
duct. The laminated aluminium 
foil is heat-sealed. 


By RONALD VICKERS 


Noodle Soup is a unique 

product, so it is not sur- 
prising that it is packaged in an 
original way. 

The envelope is made of lamin- 
ated aluminium foil and is heat 
sealed. The pack protects the 
soup from air and moisture, light 
and heat quite as effectively as 
a sealed can. This protection is of 
vital importance to a _ product 
whose taste and aroma are its 
main selling points. 

Although this pack was wisely 
developed to meet the special 
requirements of the product and 
not as a substitute for a tin or 
carton, it is interesting to note 
how much more pleasant it is for 
the housewife to use than are 
the more conventional containers. 

The can has wonderful proper- 
ties of protection against the 


Brena Sour Chicken 


Please Alter Your Records: 


Corner of Milford Lane—Opposite St. Clement Danes 


hazards of rough handling and 
long storage, but the lightness of 
the Batchelor envelope, the ease 
with which it can be opened, and 
the fact that it is so economical 
of storage space will recommend 
themselves to the modern house- 
wife. 

I like the design on the 
Batchelor pack. The deep blue 
background throws up the main 
wording which is in vivid yellow. 
It would have been very easy for 
the design to look cheap and 
flashy, the combination of 
aluminium foil and _ brilliant 
colouring needed skilful handling 
to avoid this mistake. 

Really first-rate display value, 
maximum protection for the pro- 
duct and exceptional consumer 
convenience are seldom met with 
in one pack. When these quali- 
ties are combined the result 
proves that packaging does 
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indeed playa most vital part in 
modern marketing. 
* 


A FACT THAT has always sur- 
prised me is that so few adver- 
tisers make a real effort to 
develop the presentation of their 
products so as to capture a share 
of the vast market for gifts. Even 
at Christmas time the range of 
goods specifically designed as 
presents is confined to luxury 
articles. And during the rest of 
the year, when one is seeking a 
suitable gift for birthday, wed- 
ding or anniversary, one is reduced 
to the hackneyed canteen of cut- 
lery, etc. If one decides that the 
potential recipient would prefer 
“something practical,” one has 
immediately to solve the prob- 
lem of “something nice to put it 
in.” Surely it would be good 
sense to put on the market articles 
of sound quality which combine 
usefulness with charm of presen- 
tation. 

In America, where the con- 
sumer is stimulated to buy by 
Mothers Day and Thanksgiving 
Day, and so on, they have devel- 
oped the idea-into a major indus- 
try. I am not suggesting that we 
follow their example, but a little 
glamorisation would not do any 
harm to most of our every day 
articles. Too often a well made 
and attractively finished article 
has a pack which detracts from, 
rather than adds to, its sales 
appeal. 

Only last week I saw a shop 
assistant laboriously wrapping 
up in corrugated board and 
brown paper an electric iron 
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This man, who is working at Harse Brothers, behind 
the New Inn, St. Aldates Street, is making a cricket 
ball. The firm of Harse Brothers has been making 
cricket balls and sexding them to all parts of the world 
since 1871. And this is only one of Oxford’s many 
unusual industries. They range from fancy pottery to 
harpsichord manufacturing. But Oxford is not 
restricted to these smaller specialist crafts: there are the 
vast Nuffield industries which send Morris, M.G. and 
Wolsley cars all over the world, the Pressed Steel Com- 
pany’s broad acres of factory space employing 9,000 
workpeople in the production of car bodies and 
refrigerators, and many well-known book printing 
firms have their presses in and around Oxford. The 
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University is no longer Oxford’s ‘main industry’! So 
besieged is it by these thriving industries and their 
working population, that the college wits now refer to 
their position as “The Latin Querter of Cowley’. 
THE OXFORD MAIL (evening) and THE OXFORD 
TIMES (weekly) though featuring all the activities of 
the University and read by its lecturers and students, 
cater mainly for the large working community which 
represents large spending every week. And they are 
read regularly by these people. Make no mistake: 
these Oxford papers are not published solely for 
professors, dons and undergraduates. They reach 
also the 125,000 people who live and work in and 
around Oxford. 


THE OXFORD MAIL 


(NET SALE 43,41! A.B.C.) 


THE OXFORD TIMES 


(NET SALE 33,374 A.B.C.) 


PS. Oxford’s near neighbour THE NORTH BERKS HERALD & DIDCOT ADVERTISER 
(Net sale 6,002 A.B.C.) published at Abingdon and Didcot every Friday, is the established weekly 


covering Harwell ( Atom City) and the residential areas favoured by its scientists. 


ERNEST LUMSDON: London Advertisement Director 


WESTMINSTER PRESS PROVINCIAL NEWSPAPERS LTD. 


167-170 FLEET STREET, LONDON, E.C.4 TEL CENTRAL 3265 


Manchester Office 
MIDLAND BANK HOUSE, CROSS STREET, MANCHESTER 2. TEL : BLACKFRIARS 3930 


leeds Office: 
RUSSELL 


COVERS THE PROVINCES MERRION STREET, LEEDS 2. TEL: LEEDS 24998. 
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ADVERTISER'S WEEKLY 
Advertiser's Announcement 


SPOTLIGHT ON SPACE 
IT PUTS YOUR AD. 
RIGHT IN THE 
CUSTOMERS POCKET 


Low rates and “direct mail” distribution 
mark this week’s choice — 
The London Weekly Diary of Social Events 


by Mediaman 


FORTNIGHT AGO, while returning victorious from 

Southampton after a typical last-minute schedule skir- 
mish, I made an extremely useful discovery. I was settling in the 
Pullman diner waiting for my order to appear. To pass the time I 
picked up from the table a small booklet entitled “London Weekly 
Diary of Social Events”. Leafing through, I noticed that it con- 
tained, besides top-grade advertising, a complete calendar of sports, 
entertainments and exhibitions for one week, along with tips on 
sight-seeing, eating, etc. I was just thinking how handy a thing of 
this sort must be for Londoners at leisure, out-df-towners and overseas 
visitors, when it struck me — here was a publication that would place 
an advertisement right in the consumer’s pocket, and keep it on hand for a 
Directly I got back 
This 


whole week. 
to town I made enquiries. 


is what I found. 


HE LONDON 
Diary of 


WEEKLY 
Social Events is a 
gocdwill publication which was 
established as far back as 1922 
and it is sold in quantities by 
subscription to leading hotels, 


restaurants, clubs, banks, trans- 


port and government offices, and 
large commercial and industrial 
organisations. From these strat- 


egic points it is presented or 


mailed with the compliments of 
the sender to people who matter, 
both from home and overseas, 

THESE STRANGERS to 
London have seen the Harrods 
advertisement in the London 
Weekly Diary of Social Events 
which was placed in their hotel 
room. Elsewhere, all over Britain 
people are being presented with 
copies of this unique publication 
at Embassies and business offices, 
on trains, ships, and aeroplanes. 
And influential business men are 
finding it in their morning mail. 
‘This tremendous depth of effec- 
tive penetration is now being 
offered to space-buyers at econ- 
omical rates. 


who are out to spend money. 
It adds up to a very high effective 
readership, especially when you 
consider that the Diary is read 
from cover to. cover many times 
week of 
And rates, I'm happy to report, 
But full 


is available readily 


during its operation. 


are low. information 
from 
Reginald Harris Publications Ltd. 
Row, Mayfair, 


Grosvenor 3879 


12. Stanhope 


London, W.1. 
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Review of Packaging—continued. 


be packed to give it “gift” 


which cost the purchaser several 
pounds. 

A good example of what can 
be done to build up the sales 
appeal of an essentially practical 
product is this Flint Kitchen Tool 
pack which was designed by 
Raymond Loewy and Associates. 

The Flint pack has a design 
admirably suited to the product. 
It has a clear, clean, sharp look 
about it that one associates im- 
mediately with a well run and 
well equipped kitchen, It is not 
©o ornate in style as to make the 
practical-minded customer think 
she is paying for boxes rather 
than kitchen tools, but it acts as 
a background and a build-up to 
the tools themselves. Whether 
marketed with one eye on gift 


A good example of how a practical product like a kitchen tool can 


appeal, 
Raymond Loewy and Associates. 


is this Flint set designed by 


sales or with both eyes on 
straightforward buying for use, 
this product shows modern mer- 
chandising at its best. 


* * * 


It mMusT be over a year since 
a broadside was fired from these 
columns at the ill-conceived and 
ill-executed packs in which 
Amami presented their range of 
toilet preparations to the public. 
Now that these have been 
replaced by a_ set of very 
attractive designs I hasten to 
offer my congratulations. 

The reasonable price at which 
Amami sell their products allows 
only a small margin for printing 
costs and they have been wise 
in adopting a two-colour theme. 


Following Ronald 
comments on Co-operative 
Wholesale Society packaging, 
Mr. Frank Churchward, C.W.S. 
publicity manager, writes: 

O often does that ruthless 

dictator, the sales graph, 
confound packaging _ theorists 
that, although the required action 
preceded Ronald Vickers’ recent 
comments on C.W.S. packaging 
by many months, we can con- 
gratulate him on the correctness, 
if not the timeliness, of his 
analysis. 

As the pattern of post-war 
British economy grew clearer, it 
was realised by C.W.S. directors 
that greater emphasis would need 
to be placed on particular types 
of promotional activity, if sales 
increases had to continue. The 
value of their decisions on pack- 
aging policy develops week by 
week. 

It was obviously impossible to 
re-design the hundreds of differ- 
ent packs used by the C.W5S. 
other than over a long period of 
| time. So it was decided to tackle 

first those ranges which, by 


Vickers’ 


Come-back From The Co-Op. 


volume of sales, would have 
greatest public impact: canned 
vegetables, shoe polishes, jams, 
marmalades, paints, varnishes. 
breakfast oats, squashes, cordials, 
sugar confectionery, barley 
kernels, tobaccos, and _ floor 
polishes—to date, 300 new pack 
designs. 

On the question of trade marks 
or trade names: these are easier 
to devise than protect. An earlier 
trade mark of the C.W.S. had to 
be withdrawn, but the present 
mark will be seen on all C.W.S. 
packs when they are re-designed 
or re-printed. 

While it is true that “The 
woman in the shop does not give 
a damn whether your packaging 
is typographically unimpeach- 
able and approved by the 
Council of Industrial Design for 
style” how gratifying it is to be 
able to say that both the house- 
wife and the Council of Industrial 
Design agree that you are doing 
a praiseworthy job. Letters on 
the one hand and sales figures on 
the other show that both have 
approved our efforts. 
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1 Expertty ‘plnnned thy oor Board of Executives, 
* whose long experience, euthusiasm and tuitlative 
are &t your service — expertly produced by our staff of 
highly skilled operatives —Display Craft Sales-Promotion 
Aids are tailored for success. 


high quality, long runs at low cost and prompt efficient 
service. 
3 Even in these days when materials are in short 

* supply, we have mege stocks available for clients 
who sequire long rans of Showvards, Salex Aids and 


ils quallly and sueed you need | 
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VERY other week one sees 

it! Well-known, familiar, 
reputable advertisers of house- 
hold-word products suddenly 
go mad overnight. They change 
their advertising policy for a 
brief bacchanalian period, pre- 
senting themselves in ridiculous 
positions, and announcing the 
wildest, silliest boasts through 
their advertisements. 

Then, when the orgy is over, 
they humbly don their familiar 
dress on the poster-hoardings, or 
in the newspapers, there to 
resume their quiet but effective 
announcements to a_ mystified 
public. : 

That is what a film tie-up can 


0. 

There are two kinds of film 
advertising link-ups—natural and 
forced. There is nothing 
between. The tie-up either hits 
or misses; it either benefits the 
film and the advertiser mutually 
or it harms the advertiser. 

The test-question which should 
govern the value of a film tie-up 
is “So what?” 

That is what the public asks 
‘subconsciously when it sees 

osters advertising a film and a 

randed product. There must be 
a good, solid reason for the 
announcement about the film 
having anything to do with the 
‘announcement about  Blogg’s 
Sauce. And “So what?” is the 
question the advertiser should 
‘ask himself before he decides to 
break loose from a_ planned 


d 
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Film Tie-ups Tempt Them To These Orgies 


advertising policy to indulge in a 
brief bout with sometimes doubt- 
ful company. 

1 like tie-ups. Make no mistake. 
I like good film tie-ups. But 
nine out of ten commercial 
advertisers do not realise what 
they are running themselves in 
for when they decide to go fifty- 
fifty in a brief, blitzkrieg scheme 
with a film. For instance, it is 
only two years since one saw 
posters displayed by a dye firm 
announcing that the fast colours 
of this firm would never be 
“Gone With the Wind.” Shades 
of Goldwyn! 

Of course, it is no more than 
common sense that is needed in 
shaping a link-up scheme. A few 
simple questions would prevent 
many a bewildered manufacturer 
wondering why his link-up brain- 
child yielded no more sales than 
before. 

The questions he should ask 
himself are: 

1. Am I in good company with 

this film? 

2. What is the tie-up? Is there 
a really first class reason why 
my products’ name should 
accompany the film's adver- 
tising? 

. Does the tie-up help sel/ my 
goods briefly, simply and 
effectively? 


—says 


Roderick Wilkinson 


4. Do I tell the reader what to 
do? 


Even in this age of mature ad- 
vertising copy, you will still find 
these silly cinema tie-up phrases 
used—“All-Star Values,” “The 
best in film entertainment (name 
of film) and the best in furniture 
(name of store),” etc. etc. 

Fortunately, these efforts are 
mainly local in scope. Yet, even 
among the national advertisers, 
there is too often the corny 
carouse with vague phrases and 
adolescent ideas—and it is these 
advertisers who should know 
better. 

As far as a manufacturer is 
concerned, the salient thing about 
any link-up is that it must be “in 
atmosphere” with the film. Not 
very long ago, a famous firm 
making vacuum cleaners tied-in 
with the film “Silent Dust.” Good. 
but not perfect by any means. 
The firm's idea of “Silent Dust” 
being unhygienic was different 
from the film’s story about 
“Silent Dust.” The film had 
nothing to do with household 
dust and the public, it was hoped, 
would somehow gather that as 
soon as it read the advertisement. 
The result? Confusion of ideas. 
No sale. 


Suppose, however, there were 
ample supplies of whisky for the 
home market in Britain when the 
film “Whisky Galore” was made. 
What a chance for an excellent 
linkup! (As it happened no 
manufacturer could take advan- 
tage of this; most of Britain’s 
whisky was going overseas at the 
time.) 

Suppose, again, there was a 
film called “The Colours of 
Katie”—all about a girl who had 
a wonderful secret about home- 
made dyes. Would this not be a 
“natural” for a dye firm? In 
keeping? Selling film and dyes? 

Selling timepieces linked with 
“The Clock” is not a good tie-up 
because that film showed a time- 
keeping machine as a potential 
mechanical enemy of humanity. 
Neither is “City Lights” an ideal 
link-up for electric bulbs. The 
psychological idea between 
Chaplin’s adventures in a Big 
City are very remote from the 
public’s idea of a replacement 
bulb for a sitting-room. “Tea 
for Two,” however, is a “natural” 
for a tea firm. So is “Mr. 
Good-Looking” linked with hair 
cream etc. The themes run har- 
moniously, selling both ideas. 

A golden rule for film tie-ups 
which I would recommend is this: 

“If it needs a lot of thought 
forget it.” 


Another giant twenty-footer 


enlargement by Autotype. It strikes 


exactly the correct note for a 


mannequin display by Bentall’s of 


Kingston-on-Thames, Could that 


Parisian atmosphere be captured 


so effectively, or so economically 


by means other than photo- 


graphic, 


quality is our 


Size doesn’t worry us, 


preoccupation A 


Most of the really good enlarge- 


ments in this country—of all 


sizes and for all purposes—are 


made by Autotype. 


you a copy. 


“Are you interested in giants?” is the title of a folder which 
goes into this matter more fully. 
your requirements in inches or feet we shall be glad to send 


Whether you measure 


AUTOTYPE .\ 


The Autotype Company Limited, Brownlow Road, West Ealing, London, W.13. 
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alf the battle of selling 


is to create the mood for buying 


and in those people with the taste and the means 
to plan the surroundings in which they live, 
House & Garden creates a stimulus to buy... 

to buy those goods—for drawing-room, kitchen, 


the garden, etc., so wisely advertised in its pages. 


- \ 
— #4 House and Garden—3/- monthly. 
L. oa e Zi Certified net sale 


ag : » 
|\ re exceeds 30,000 monthly. 


House & Garden 


THE CONDE NAST PUBLICATIONS LTD., 37 Golden Square, W.1. 
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E.D.A. EDUCATIONAL FILMS 


ae 


“In the making of these films, 
Merton Park Studios show 
once again a consistency 
in clarity which today puts 
them in a class of their own...” 


—“Advertisers Weekly” 


aS 


“ Magnetism”, “ Electricity and Light”, “ Domestic 
Hot Water”—three more titles in the film series on 
electricity and magnetism have been completed. They 
were pioneered by the British Electrical Development 
Association specially for showing to senior pupils in 
the 11-15 years group, and are now available on free 
loan. Eighteen films are now ready with another nine 
in preparation. 

E.D.A. documentaries enjoy an international repu- 
tation and many have gained international honours. 
All were made by Merton Park Studios Limited at 
their modern studios in South London. Full details 
of E.D.A. films will be supplied from the British 
Electrical Development Association, 2, Savoy Hill, 


London, W.C.2. 


MERTON PARK 
EDUCATIONAL FILM UNIT 


In Association with 


THE FILM PRODUCERS GUILD LIMITED 


GUILD HOUSE, UPPER ST. MARTIN’S LANE W.C.2. TEMPLE BAR 5420 
* 
A MEMBER OF THE ASSOCIATION OF SPECIALISED FILM PRODUCERS 
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Build Up Confidence 
By Sincerity 


IRMS who propose to use 

house organs as an educative 
force, wrote an anonymous 
house organ editor in ADVER- 
TISER’S WEEKLY (May 17), must 
treat the matter as one of “‘long- 
term policy by concentrating 
first on the building up of 
confidence.” This, he added, 
could only be done by being 
frank and straightforward. 


All will agree. But looking 
through one house organ recently 
I came upon a report of the wed- 
ding of the chairman of the com- 
pany on March 17. Then followed 
this quite serious paragraph: 

“At the beginning of April Mr. 
A leaves for an extended tour to 
investigate market possibilities in 
various countries. We have every 
hope that he will be able to add 
a little pleasure to his active 
business interests whilst under- 
taking this survey.” 

What do the readers of the 
house organ really think about 
that? Has it helped to build up 
their confidence in the sincerity 
of the journal? 

* * “ 


FoR THE LIFE of me | cannot 
understand why some editors are 
short of material and are con- 
tinually pleading with readers 
(who are not necessarily writers) 
to fill their pages. 

Professional editors of news- 
Papers and magazines are never 
short of material; always they 
have to throw stuff away or hold 
it over. 

So far as features are con- 
cerned, any business big enough 
to support a house organ must 
have sO many contacts with the 
larger world that an imaginative 
editor can pick and choose among 
the stories that lie to his hand. 
Among the best articles are those 
which enlarge the readers’ know- 
ledge of the business in which 
they are engaged—and they are 
the easiest to get. Here are three 
examples chosen from a batch of 
journals that lie at this moment 
on my desk: 

Mac Matters, the Mac Fisheries 
Magazine, runs an article on 
Helford oyster feast and promises 
another on the cultivation and 
fishing of oysters. 

The Gliksten Journal (in the 
wood trade) has an account of 
superstitions in West Africa 
amongst the peoples who help to 
produce much of the company’s 
raw materials, a feature which 
must interest all the people who 
handle the wood, the letters or the 
invoices. 

National Post tells the story 
of Dayton. Ohio, from its earliest 
days, and all National Cash 
Register employees are extremely 
conscious of the importance in 
their lives of Dayton. home of 
N.C.R. 

* * * 


AND BY THE way. congratula- 


tions to National Post, which has 
again received an award from 
the International Council of 
Industrial Editors. 

Editors of house organs pub- 
lished by vast organisations like 
N.C.R. have their problems 
mostly personal and “political”’— 
but at any rate the money is there 
to finance any development which 
the management can be persuaded 
is worthwhile. The lively minds 
behind National Post are there- 
fore able to achieve reasonable 
self-expression, and the journal 


Spotlight On 
House Organs 


by 
BRIAN HILTON 


is ably edited, well designed and 
excellently produced. 

It is intensely serious-minded. 
and rarely exercises the sense of 
humour | know its editors possess 

in which they do themselves 
less than justice. | do not mean 
that it needs a page of jokes, but 
it seldom reveals an awareness 
of the wry or ridiculous. A touch 
of irony, an occasional satire or 
a smile in an article would 
balance the contents (life not 
being serious all the time) and 
might even strengthen — the 
journal's influence. 


* * * 


SUCH ELABORATE standards of 
print production have been estab- 
lished by the big guns in the 
tailoring trade that the technique 
of Thresher & Glenny, the famous 
outfitters, is of considerable 
interest. 

Thresher & Glenny produce a 
house organ which defies com- 
parison by being quite different 
from the selling print of compe- 
titive outfitters. It is modest in 
tone. Its title is Miscellanea, 
which really is apt, but which 
many sponsors would consider 
unimpressive enough to carry 
their money. It has newspaper 
format—crown—but its _ three 
columns to the page and its art 
paper have an air. 

The contents of Miscellanea are 
varied, but through all runs a 
sense of humour which makes 
easy reading. Nevertheless, this 
is no mere expression of tempera- 
ment; on every page there is some 
sales propaganda for the goods 
or the service the firm offers; it 
might be a bit of fine writing, or 
a picture of a new line, or even 
half a column of pseudo small 
ads. 


In all, a well-directed salvo. 
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) 2 THIS BOOK ANSWERS YOUR QUESTIONS ABOUT 


— ee - 


We provide a unique service in a field which offers = 
many possibilities to manufacturers and national advertisers 


to whom ‘the valuable point-of-sale publicity of window display is a 
necessary adjunct to, and sometimes a substitute for, their general 
advertising campaigns. Branch offices are established in twenty-one 
provincial centres. Each branch has its individual staff under a branch 
manager and this display-force each week delivers and personally 
installs several thousand displays, ranging from small interior shows 
to completely dressed windows. Additionally, they undertake the 
maintenance of large exhibitions. All branches are completely equipped 
with transport and have facilities for the storage and renovation of 
display materials whenever necessary. Through this widespread organ- 
isation campaigns may be either concentrated in a single area to exert 
maximum sales influence or extended to cover the entire country. 


Available on request 


CVT) DISPLAY CO. GED. 


281/283 GOSWELL ROAD, LONDON, E.C.I * TERMINUS 1077 
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PHILIP EMANUEL, ADVERTISEMENT DIRECTOR, ODHAMS PRESS LTD., 96-98, LONG ACRE, Weekly Net Sale } 


LONDON, W.C.2 ALL-ROUND VALUE AND A SQUARE GUARANTEE FOR A STRAIGHT uns @ 
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OUCH 


at Selling Force to the Nations Womanhood 


Practically everything required for home and family 


market for most goods and WOMAN covers 


is bought by women. In fact, women are the 
| 


the market more exclusively 


than any other medium in Britain. 
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& ADVERTISING 


Technical And Editorial Advances Increase 


Influence Of India’s Dailies 


By M. H. BROOM, 


Director and joint general manager, D. J. Keymer & Co., Ltd. 


URING the fifteen years 

that [ have been associated 

with daily newspapers in 
India many striking advances 
have been achieved in produc- 
tion and editorial technique. 
These, in turn, have added to 
the influence that this section 
of the Press wields. 

In production, the most impor- 
tant change during this period 
has been, of course, the extension 
of mechanical setting to a num- 
ber of India’s leading languages. 
Fifteen years ago only English 
could be set mechanically; to-day, 
six others are similarly set. 

This has made a very big dif- 
ference to the whole technique 
of daily newspaper production, 
and means that the daily paper 
in a number of Indian languages 
should be capable of competing 
on level terms with a daily paper 
in the English language. 


Urdu: Mostly 


Handwritten 

Mechanical setting is not, of 
course, available in a number of 
important languages, and in one 
of the most important—Urdu 
to this very day much produc- 
tion relies on the handwritten 
method, whereby the message is 
printed by stone lithography. In 
fact, many wide and important 
sections of Urdu readers flatly 
refuse to accept typeset Urdu. 
Leaders in the Urdu language 
would be doing a good service 
if they could persuade the large 
mass of Urdu readers to accept 
gladly and willingly Urdu in 
typescript form. 

The next important trend has 
been the switch-over from flat- 
bed to rotary printing. It must 
be admitted that each time a tech- 
nical advance of this nature has 
been made, some disturbing fac- 
tor such as deterioration in the 
quality of newsprint, or non- 
availability of rollers, or dis- 
appearance of ink of quality—or 
any of a number of other factors 

has had a_ counter-balancing 
effect. so that the general stan 
dard of quality of production to- 
day ts not as far ahead of what 
it was 15 years ago as one could 
wish. But there has been an 
important improvement, and par- 
ticularly has the smaller daily 
paper of comparatively local sig- 
nificance made very big strides 


during the period. There are to- 
day a number of good daily 
papers with small circulations, 
but quite competently produced, 
that even 15 years ago were little 
better than a joke. 

Shortly after I first arrived in 
India, a certain daily paper was 
added to the scheme of one of 
our clients who was an important 
national advertiser. There can 
be no doubt that this was a very 
important moment for this par- 
ticular publisher. The space order 
was acknowledged in_ ecstatic 
terms, and in the inevitable 
course of time the great day of 
the first insertion approached. The 
advertisement, if I remember 
rightly, was a 10 in. d.c. and con- 
sisted of a display headline, illus- 
tration, a panel of “copy” and a 
large name-plate. The material 
for reproducing it was sent in the 
form of three stereos, together 
with a pull. in English, and the 
“copy” handwritten in the appro- 
priate language. The publisher 
was determined that our adver- 
tiser should not regret the deci- 
sion to use his columns, and 
seldom, I imagine, has an adver- 
tiser received such lavish treat- 
ment, When the voucher copy 
arrived wd saw to our astonish- 
ment, not one advertisement but 
three. Each of the part blocks 
had been converted into an ad- 
vertisement of its own which in- 
cluded in each case the “copy,” 
a dado of tasteful design, and 


an introductory heading, of which 
a free translation would be 
“Hoorah! Hoorah! Hoorah! for 
Beamish’s Biscuits.” Unfortun- 
ately, the advertisement in which 
the illustration appeared was 
marred by the fact that the block 
of the illustration was _ printed 
upside down. Such a thing could 
not happen to-day—lI hope. 

From the editorial point of 
view, the biggest single obstacle 
to Indian daily papers is the fact 
that a great deal of the matter to 
be included in each day's issue 
arrives in a language other than 
that in which the paper is pub- 
lished. 


Local Approach 
Of Vernacular Papers 


Each day, therefore, a very big 
volume of translation work has 
to be embarked upon, which 
naturally slows up publication. 
The tendency, therefore, has been 
for Indian language papers to be 
somewhat more parochial than 
the papers in the English langu- 
age; first, because local news 
does not date quite so fast and, 
secondly, because English langu- 
age papers, with the world as their 
compass, cannot devote quite so 
much space to topics of local 
interest. 

Newspapers, in their constant 
and healthy struggle to achieve 
greater circulation, have estab- 
lished their patterns of editorial 


coverage, and there is distinct 
difference here between English 
and Indian language papers. But 
neither national nor local news 
is really satisfactorily covered, 
due to lack of competent 
reporters, and the news that is 
handled is not given its best 
chance, due to lack of efficient 
sub-editing. 

What influence has the daily 
Press? 

There are about 2,000 langu- 
ages currently spoken in India. 
For practical purposes this num- 
ber can be reduced to the 14 
which cover about 96 per cent of 
the population. The language of 
Government has been. and 
remains in part, English, and most 
of the really influential daily 
papers have been and are pub- 
lishing in this language. This is 
very much an anomaly, because 
the large percentage of Indians 
who speak and understand 
English are bi-lingual and are 
naturally more at home in their 
mother tongue—and their women 
folk are even more so. Seems 
odd, therefore, that Indian langu- 
age papers, important though 
they are. have not in the course 
of time become even more so. I 
have said that, generally, Indian 
language papers deal with sub- 
jects of local or provincial 
interest, because most Indian 
languages do, in fact, have a pro- 
vincial as opposed to national, 
significance. 

One of the factors that has 
operated against the emergence 
of greater importance for Indian 
language papers has been the 
springing up of small local ven- 
tures of purely parochial signi- 
ficance. There were, for example, 
when we made a count recently, 


100 FEET LONG—INDIA’S LARGEST SOLUS SITE 


There are, of course, media other than the Press in India. 


This poster site, for instance, measuring 


100 ft. x 10 ft., is claimed to be the only one of its size in the whole of India located in a solus position, 


with the whole space taken by one client. 


Contractors are Swamy’s Publicity Service, Madras. 
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to what is new in Men’s Textiles 
and Clothes 


THE BRITISH WHOLESALE AND EXPORT MAGAZINE 


In the coming months men’s textiles and clothes will continue to occupy a key 
position in the van of Britain’s drive for full industrial recovery. 


More and more British cloth and clothes will be sold in an increasing number 
of the world’s markets, 

To achieve this salesmanship of the very highest order will be essential. 
CLOTH & CLOTHES represents the acme of efficient salesmanship. 

Through CLOTH & CLOTHES British men’s merchandise can be presented to 


every corner of the Globe, illustrated in full colour and black and white, coupled 
with a shrewd selling commentary by journalistic experts in this field. 


With translations in five languages, CLOTH & CLOTHES is a vital stepping 
stone on the road to increased wholesale and export business. In fact it is good 
for Britain’s business . . . your clients’ business . . . your business. 


Specimen copy and advertisement rates on application. 


Subscription: £1 10s. for one year. 
£3 for three years. 


FOR MEN’S TEXTILES AND CLOTHES 


Certain forthcoming editorial 
features may tie up with your 
clients advertising campaigns. 
Full details sent on application. 


SVT AY SI 


CLOTH & CLOTHES - 139/143 OXFORD STREET : LONDON : WI 


Telephone Gerrard 5776 


Telegrams Kamsin, London 
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4% 


of India 
lives in the 
S‘AMRITA 
AREA’ 


CIRCULATION—77,218 DAILY 
(Average A.B.C. figure, July-Dec., 1950) 


To compare India’s main 
selling areas is to see 
he dominance of the 
N. Indian Market. The 
AMRITA BAZAR PAT. 
RIKA covers W. Bengal, 
Uttar Pradesh (U.P.), 
Assam, Bihar and Orissa. 
It also circulates in East 
Pakistan. Published both 
from Calcutta and Allaha- 
bad, it is the leading 
English - language daily 
in the leading area. 


To sell in N. India you must use 


Amvits Bazar 
Patrik 


PUBLISHED SIMULTANEOUSLY AT CALCUTTA AND ALLAHABAD 


Free specimen copy and all details from 
London Office Manager: T. Parameshwar, 28 Southampton 


Street, Strand, London, W.C.2. Tel: 


TEMple Bar 5873. 


Increased Influence of India’s 
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Dailies —continued 


23 daily papers in the Hindi 
language in United Provinces 
alone—each vitiating the 
efforts of any other to achieve 
even Province-wide coverage. The 
result of this, to the advertiser. 
has been to restrict his use of 
Indian language papers to a mini- 
mum, because, quite apart from 
anything else, the cost in terms 
of production material of using 
23 daily papers in Hindi in 
United Provinces alone, would 
be prohibitive. 

In this connection the estab- 
lishment of an Indian Audit 
Bureau of Circulations has 
played a tremendous part. The 
Bureau is now in its third year 
and has made excellent progress, 
beyond what many of its original 
sponsors had at first thought 
likely. My own view, which was 
expressed on behalf of the Adver- 
tising Agencies Association of 
India at the time of the founda- 
tion of the A.B.C., was that it 
was likely to be five years before 
the Bureau's certificates would 
carry any real weight. My 
opinion was _ pessimistic—with 
half the original estimate of time 
still to run, A.B.C. certificates 
are already matters of import 
and significance. 

An important trend during the 
last seven years has been the 
attempt to build up groups of 
newspapers under single owner- 
ship. This has been parallel in 
time to the earlier trend of pub- 
lishing the same paper from more 
than one centre, but, in my 
opinion, is probably later jn deve- 
lopment. Both these trends have 
the same objective; to achieve 
real national coverage for the 


same organ, or for the same 
editorial viewpoint. The attempts 
to publish the same organ in two 
or more centres has not proved 
to be economic, and I view the 
spread of the newspaper trust 
business with some misgivings, 
because of the potential danger 
of limiting the expression of free 
opinion. 

Important in this connection 
has been the development of air 
freight facilities. Some papers 
make considerable use of this 
method of distribution and jt will 
continue to be--despite its cost— 
an important factor in circula- 
tion races. 


High Costs 
Create Trusts 


With mounting costs of produc- 
tion, the natural trend has been 
to secure a bigger slice of exist- 
ing business, both in terms of cir- 
culation and advertising, for the 
same overhead, and trustification 
is not an unnatural result. It has, 
however, been interesting to note 
that in all but a very few cases, 
the independent organ has been 
able to survive despite all oppo- 
sition. 

There is no question as to the 
importance of the influence that 
the Press of India has. Its reader- 
ship is incontestably the highest 
per copy in the world, and while 
it cannot be gainsaid that the 
newspaper has no means of in- 
fluencing the illiterate, no more 
effective alternative method has 
yet been devised for reaching the 
mass of the population qualita- 
tively as well as quantitatively. 


Around The World 


N enterprising piece of promotion which has already caused con- 
siderable stir in Canada, comes from the Canadian Daily News- 


papers Association. 


Consisting of brief case histories of British 


products advertised in Canadian daily papers, it gives results of cam- 
paigns and comments from agents or advertisers. 
Among advertisers covered are Tootals, Rootes, Huntley & Palmer 


and Wisdom toothbrushes. 
* 


* 


“The consumer appeal of Sunlight, Lifebuoy, Lux Toilet soap and 
Lux flakes in such (in India), that not a year passes without at least 
600 manufacturers trying their hands at passing off their imitations 


for the products made and mar- 
keted by Lever Bros. (India) Ltd.” 

This extract from an article in 
the current issue of Unilever 
House Magazine implies as good 
a compliment for Lever adver- 
tising as anyone could wish for. 

. * 7. 

Illustrated here is one of two 
double crown posters which 
W. H. Gollings & Associates have 
just produced for Ascot Gas 
Water Heaters Ltd. for use 
overseas. Printed offset litho in 
6 colours, the black wording can 
quite easily be overprinted in 
foreign languages as required. 

It is proposed also to produce 
these posters as showcards. 

* * *~ 


With the demise of the Sudan 
Daily Herald, which ceased pub- 
lication last week, the Sudan Star 
is now the only English daily 
published between Cairo and 
Nairobi. 


INSTARTANHEOUS 
GAS WATER HEATERS 
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ms gWwITZERtA . 
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If you are out to conquer the Swiss market 
by means of advertising please entrust to 
us the job of drawing up your*time-table” 
and let us arrange your “trains’’. We take 
care of your publicity plans, we explore 
the market for you, we calculate costs, we 
furnish you with ideas, illustrations, texts, 
we act as your financial agent in this 
connection, and we organise whole adver- 
tising campaigns under expert guidance. 
Let us be the “engineer”,“station-master” 
and “train-crew” of your advertising, and 
your train will reach its destination - suc- 
cess - exactly on time, 


46 branches and agencies 


PUBLICITA 


Société Anonyme Suisse de Publicité 
Lausanne (Switzerland) 


ADVERTISER'S WEEKLY 


p+ THE 


OUR SERVICES INCLUDE; 


Market Research and Investigation 


Organisation of all kinds of surveys. / Analysis of results. 
Interpretation of results. 


Planning (based on the findings of Market Research) 


Determination of policy. / Selection of advertising media. 
Suggestions for complete creative campaigns. / Plans to cover 
different kinds of media. / Complete date schedules. 


The Appropriation (based on the advertising policy) 
Preliminary calculations on the costs of space, production, printed 
material, distribution, etc. / Detailed cost schedules of space, 


printed material, etc. { Complet: cost schedules for the whole 
campaign. 


The Creative Work 


Creative thinking. / Finished artwork. / Copy. / Slogans 
Translations. / The composition of the advertisement. 


Production, Printing and Despatch 
Placing of orders (with newspapers, for posters, ete.). | Production 
of printed material (leaflets, brochures, etc.). / Distribution of all 


rinted material. / Organisation and selling of merchandise by mail. 
Sageshden of complete campaigns. 


Accounts 


Centralised collection of invoices, etc., with submission of one final 
invoice to you. / Checking of all advertising vouchers, ete. 
Filing of blocks, matrixes, and artwork for future use. 


How our extensive organisation can help you: 


We prepare the ground for business connections. / We put you in 
touch with the right people, firms and authorities. / We advise 
and assist you in the choice of sales agents, representatives and 
premises. / We provide genera! information and advice in all matt +s 
affecting sales and advertising. 
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HJEMMET 
hits 300,000 targets every week! 


At last we are able to offer adequate advertising space 
in Hjemmet, Denmark's leading family magazine (audited 
nett sale 287,357). For thirty years Hjemmet's advertising 
columns have introduced new products to the Danish 
housewife, to her husband and her children. Goods long 
established in the market strengthen their hold week by 
week and year by year through advertising in Hjemmet 
to a quarter of Denmark's homes. Remember, too, that 
Hjemmet is the choice of the better class families where 
imported articles gain the readiest acceptance. 

Our weekly magazine ALT for damerne is forging ahead 
and has now an audited nett sale of 204,556. Space is 
limited in ALT, but there is still a little for advertisers 
who get up very early in the morning. 


HJEMMET 
Denmark's leading weekly. 
Audited nett sale 287,357 June-Dec. 1950. 
EXCLUSIVELY REPRESENTED IN GREAT BRITAIN BY 
JOSHUA B. POWERS LTD. 


14 COCKSPUR STREET, LONDON, S.W.! 
Telephone : WHitehall 3305 6 — 3366/7 


* 

THE MORNING NEWSPAPERS 
will take your advertising 
right into the 
SOUTH AFRICAN HOME 


* 


CAPE TIMES 
CAPE TIMES WEEK-END MAGAZINE 
NATAL MERCURY 
SOUTH AFRICAN WOMAN’S WEEKLY 
RAND DAILY MAIL 
SUNDAY EXPRESS 


HOME JOURNAL OF 
THE SUNDAY EXPRESS 


SUNDAY TIMES 


* 


SOUTH AFRICAN MORNING NEWSPAPERS LTD 
24 Holborn, London, E.C.! 
Telephone: Holborn 4144 


* 


| 
| 


EXPORT MARKETING 


How The Australians Run 
Retail Store Advertising 


S there is no national Press 

in Australia (national cover- 
age is achieved with radio) 
retail advertising becomes a 
much more paying proposition. 

Before the war, one Melbourne 
store—admittedly the biggest in 
Australia—thought nothing of 
taking eight pages daily. 

Came the war, and drastic cuts 
were imposed. Up to last year 
newspapers were still unable to 
meet fully the retail advertisers’ 
space requests. Nevertheless, full 
pages—even an occasional double 
spread—have been creeping back. 

The beginning of the post-war 
period in retail advertising intro- 
duced an era which to most copy- 
writers must have been pure bliss. 
The copywriter was given a num- 
ber of spaces ranging from 3 in. 
d.c. to half and full pages. He 
was given a bundle of merchan- 
dise, together with the buyer's 
copy, and from then on the ad. 
was his. 

He did his own layout. He 
contacted his own artists, He 
usually typed and always marked 
up his own copy for setting. He 
corrected his own proofs and 
finally signed the ad. 

His only restriction was that he 
had to check the initial layout 
and copy idea with the ad. man- 
ager and the buyer. 

There was no talk of readership 
figures, checks or surveys. There 
was little concrete knowledge of 
readership habits. There was, in 
any case, no real tinie to examine 
and apply such things. 

The average retail man might 
get through eight to fifteen ads. 
in six days. Schedules were 
drawn up weekly. Ads. were 
started and finished in a couple 
of days. Production services 
were good; a block could be had 
in one afternoon if necessary. 
Copy could be set in less than 
an hour. And the rush was per- 
petual. 

Nearly all the major stores 
prefer to work through a com- 
mercial type-setting house rather 
than deal direct with the news- 
paper, as the type-setting dead- 
lines are more elastic and most 
commercial houses provide a 24- 
hour service. 

Retail advertising can be 
divided roughly into three cate- 
gories. The “fine and artistic”; 
the ones who try to be; and the 
straightforward, _near-catalogue 
style. The two former derive in- 
spiration largely from _ the 
American papers. But whereas 
most stores are apt to “lift” ideas 
indiscriminately, two Sydney 
Stores are worthy of mention 
Farmer's and David Jones’. 


Farmer's regularly “lift” the 
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artwork of New York’s Bonwit 
Teller, Sacs, Lord & Taylor and 
Macy’s, but adapt it to their own 
style. They have no appropria- 
tion in the true sense, and I have 
known one piece of body copy to 
be reset three times in order to 
get the exact effect. 

Farmer's also have their own 


i] 
Farmer's 


“4 sock of a different 


colour!" 


Farmer's take vast pains to get 

just the right effect with their 

copy. Artwork is “lifted” from 
U.S. ads. 


comp. room, where a forme might 
be unlocked many times to make 
some tiny correction—even to the 
extent of a single two point lead 
change. 

No close check was kept on the 
pull of any ad. and everyone was 
quite satisfied if the buyer said 
the ad. “didn’t do badly.” 

Some of Sydney’s top-line 
agency men—certainly many 
retail men—first cut their teeth at 
Farmer's. 

David Jones’ is the more 
modern of the two. Here, too, 
American ads, are “lifted’—but 
not quite so often. i.e 
developed a photographic tech- 
nique not unlike Macy's of New 
York. 

A careful check is kept on all 
advertising results, and beside 
each ad. pasted in the guard book 
is a little sticker telling what was 
sold the first, second, and third 
day after the ad. appeared. Both 
the amount of stock cleared and 
the takings are noted down. It 
is then an easy matter to check 
what the normal daily sales are 

and thus find out exactly what 
the ad. did. 


“ JOHN HACKETT 


feo. ora Te Ta aide Ne i Orin) g a ea - oe tee RR, es Se See | Sie Co se) o- a 
Ss 7 Bee ve ah Pie 3 foe 2 Sagas a ae * rae NE, ae Pe nt aes, Sage Peet a igre ; Ae) = biha ahve: 29 
— . 
7 
. ee 446 PC 
: 
ha 
‘ 
te | : 
; | 
7 = 3 
q 4 
; E 
a 
\ 
7 4 
: i 
nf 
? 
fine 
ia | i 
i 
et 
S47 
ot 
a | 
- ~ 
| 
J" 
Hy. | po 
7 ee 
| Pe Ya 3 
. | L “| 
} = Ss 
rs ve « et 
> S = ¢ 
4 a = fl 
, “Me [aw 
3 a 
3 4 
' Se _— >. p 
1 you have the cowage “KS 
y | tae convient the oor = 
; eBiciaty svar an 9 w fon cates i 
i | ko your socnst We've got marie: sons 3 
4 3 ee ee ee 4 
i | ax Wat, eugene Onetn, tatge suits : 
, z \ (ond just arty 6 ew pei, me eee 
’ oo Theyre aii-wuul al hare 
‘ ~ and hey re pat 3 8 eed ew ae te 
, } ~‘ ns ’ . 
, | 
| 
a eRe  PRIMTINOS Oe Ohe RUMNE AT BORE ELAN 8 I if 
\ 
a 
| q 
4 | 
fs Po 
% 
i 
: = | | 
‘3 ‘ 
4 
De 
2a 4 : 
eyes 
: 
% 
J 
oc ; 
Ne , 
ape 
ra 
aah , 
oF 
ah 
i 
Pat dn 
Psi 
Pe PE 
ae a — 
: Ja 
' “ os: a a 
¥ . S . ~ * a 
ee P _ aa " F Ss are ee (ol ’ or. oe 


JUNE 7, 1951 ADVERTISER'S WEEKLY 


THE 


COVER ALL SCOTSMAN 
SCOTTISH tial qs 


the country and extends far into England. 
THE SCOTSMAN should head the list of 
media for advertising ‘* quality '’ products 
and services to the country’s most worth- 
while markets. 


Three leading newspapers 


which provide advertisers W i a 14 LY 


with effective and 


economical coverage in S Cc O + ii S M A N | | 


their own particular 


—— with Scots of all ages, this 


zones of influence, and 


family weekly circulates throughout 


Scotland and penetrates into isolated dis- 


which should certainly be tricts. The WEEKLY SCOTSMAN is an 
effective medium in which to advertise 


included in campaigns products that meet the needs of families in 
i - all walks of life. 
directed to Scottish 


ea EVENING 
DISPATCH. 


SSENTIALLY a family newspaper, the 
North Bridge, EDINBURGH EVENING DISPATCH appeals to all classes 


63 Fleet Street, LONDON, E.C.4 in the south-east because of its progressive 


policy and varied news and feature services. 
33 Gordon Street, GLASGOW Households and other markets in this zone 


can be reached through this economical 
medium. 


oot aa : is as — Se acs a we & a a a = “ear a. a ~ eS ies. 3 B, i Loe. apa Bakes a 7 
aa te we | I: ; he p gr ane a vot 
; : netic . ' ’ : ‘ { >a: ibe 

Fal 

cee 

ne 

‘ aii 
a 

tb ty 

: pe f 

i 

es bie 

: ik 

aE af 
tag 
a } z 
pi 
Si 
og 
Bees { 

if 3 
; . 

P : 

] oe bd “EY 
ra gee r, 

F| ; a 
5 os = 
ea % 
Se Bees {OM 
is os => . 

* f ty 

Ya ud F 

} - 

: nf saan i } ; 
\ oe Fs 
esse > : 

: ca 
e 

e 

C “4 
ae ‘ 

ee 3 

me 

te 

Po 

cesium isataa ca iia é 

; : 

; 

j 

am 

Ps 

ee ee 

Fé ee 

* \ 

» ~ (i A a i 2. ” ‘A 
i ‘ene ots E tee ti ed + " : 


ADVERTISER'S WEEKLY 


A PROPITIOUS 
ALLIANCE 


Visitors to our works often comment on the 
noticeably keen interest which Gee & Watson 
craftsmen take in the job, and on the thorough- 
ness with which they discuss from every angle 
technical approaches to orders which present 
any unusual aspects. Frequently such visitors 
have added expressions of mild surprise at 
finding this commendable attitude in times 
when so much is heard of indifference to high 
standards of workmanship. The alliance of 
this enthusiasm of our craftsmen. with the 
helpfulness of our outside and inside contact 
staff gives to Gee & Watson process engraving 
service a distinction all its own. If you get in 
touch with Gee & Watson, you will find that 
they really are enthusiastic people who will do 
everything they can to handle your block- 


making intelligently, reliably and helpfully. 


Gals &WANSOM 


111 SHOE LANE LONDON EC4 Telephone CENTRAL 6555, 18 line+ 
Northern Office at 4 Chapel Walks Manchester 2, Blackfriars 4660 


CREATIVE ARTISTS AND PHOTOGRAPHERS * PROCESS ENGRAVERS 
ADVERTISEMENT TYPESETTERS * STEREOTYPERS * ELECTROTYPERS 
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Cireulation Audit Bureau 


Started In Belgium 


Latest developments affecting market conditions and adver- 

tising facilities overseas are featured in this selection from 

reports sent to the British Export Trade Advertising 
Corporation from its associates abroad. 


EUROPE 

Belgium: The price of daily 
newspapers has been raised by 
official decree from 1 fr. 25 to 
2 francs in two stages. 

At the same time, periodicals 
are increasing their advertising 
rates substantially. The weekly 
Rijk der Vrouw (circulation 
100,000) has brought the rate for 
a full page up to 14,000 fr. The 
Volksgazet has gone up to 18 fr. 
a line for commercia! advertise- 
ments. 

* * 

An audit bureau of circulation 
has been formed in Brussels 
under the title “Office d’ Analyse 
de la Diffusion” (Ofadi). This is 
the result of years of effort on 
the part of the Belgian advertising 
organisations. Union Belge des 
Annonceurs and Chambre Syndi- 
cale Belge de la Publicité, to 
generalise the auditing of news- 
Paper circulations. 

* * * 

The Association de la Presse 
Belge has just published a year- 
book of the Belgian Press, con- 
taining comprehensive informa- 
tion on newspapers and periodi- 
cals in Belgium. 

* + * 

The City of Brussels intends 
organising in 1956 an exhibition 
similar to that of 1935. 

(Publicontrol, Brussels.) 
« a 


. 

France: The Chamber of 
Deputies has voted a tax of 15-50 
per cent on all radio advertising 
placed in France with foreign 
radio Stations. The French 
National Association for Radio 
Advertising is strongly opposing 
the measure. 

All French daily newspapers 
have now increased their sales 
prices from 10 fr. to 12 fr. 

(Publicis (France) Ltd.) 
* * * 

Germany: Because of the con- 
tinual rise of newsprint prices 
and the provisional ban on the 
import of paper made necessary 
by currency difficulties, nearly all 
dailies have reduced the number 
of their pages and increased their 
price. This has caused something 
of a financial crisis in most pub- 
lishing houses, the consequences 
of which cannot yet be foreseen 

. + 


The total circulation of news- 
papers in the American zone is 
5.141.042; in the British zone, 
6,073,032; in the French zone. 
1.483.830; and in West Berlin. 
950.787. The average rate for 
advertisements in these zones 
is respectively: -30 DM; -47 DM; 


36 DM; and 1-66 DM per line. 
Altogether, circulation of news- 
papers in the zones under allied 
control is therefore 13,648,691; 
and the average rate for advertis- 
ing per line is -40 DM. 

(Carl Gabler G.m.b.H., Munich) 
* * * 
Greece: Economic difficulties 
are still hampering the develop- 
ment of advertising in Greece. It 
is, however, the general opinion 
in Greek trade circles that 
import restrictions are unduly 
stifling commercial progress, and 
thereby preventing foreign, and 
especially British, advertisers 
from launching large-scale pub- 

licity schemes in Greece. 
* * * 
Advertising rates in daily news- 
papers have recently been in- 
creased by 25 per cent. 
* * 


The only spectacular scheme 
undertaken this year in Greece 
was that for the new Greek news- 
paper Athinaiki, which used 
Press, radio, films, posters, train 
and tram displays. 

(Dits, Athens.) 
* * 

Holland: A new survey shows 
that the subscribed circulation to 
the leading Dutch dailies is as 
follows: 


Het Vrije Volk ‘ .. 284,000 
Parool Combination . 233,000 
De Volkskrant ‘ 160,000 
Het Parool . . 145,000 
Trouw . 143,000 
De Waarheid ° -. 116,000 
Algemeen Dagblad -. 74,000 
Alg. Handelsblad ‘ee 65.000 
Tijd & Nicuwe Dag ° 56,000 
De Telegraaf 50,000 
Maasbode & Nwe. Dogbl. 46,000 
N_R.C fe -- os 66088 
De Tiid oe 38,000 
Nicuws v.d. Dag * 35,000 
De Maasbode 33,000 
* * * 


The rise in the price of news- 
print has had the unexpected 
consequence of lowering some 
advertising rates, owing to the 
decreased circulation of some 
newspapers and periodicals, 

* * * 


The campaign to stimulate 
consumption of milk has resulted 
in a 4 per cent increase in the 
sales of dairy produce; econ- 
omically, this is a somewhat odd 
development, as these products 
form a large part of Dutch 
exports, which are highly neces- 
sary for the balancing of Dutch 
economy. 

(B. Knol-Rotterdam) 
+ * . 

Italy: The city of Milan has 
raised in 1950 a total of 200 
million lire in duties on outdoor 
advertising. 

* * * 
The Doxa Institute has com- 
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FRIDay. JUNE? 
SIXPENCE 


ROYAL suo 
NUMBER ” 


9. 195) 


The mechanized side of the Royal Agricul- 
tural Show—at Cambridge, July 3-6—will be 
fully reported in the August issue of ‘ Farm 


“The Commercial Motor’ for June 29 will carry Mechanization,’ on sale July 28. An out- 


a complete preview of the transport exhibits at standing issue which will put British farm 
the Royal Show. machinery “on show” to the entire farming 
All over the world transport buyers will gain their 
knowledge of the Show and form their judgments 
from the Royal Show Number of this widely read 


journal. 
TEMPLE PRESS LIMITED 


SOWLING GREEN LANE, LONDON, EC.1. TERMINUS S636 


world. 
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world-wide advertising for 
the engineering industry 


6, CAVENDISH PLACE, REGENT ST., LONDON, W.! 
LANgham 4204 (5 lines) 


AHLEN & AKERLUNDS FORLAG 
COVER SWEDEN 


THROUGH 


A&A 


In Sweden A & A magazines have 

a combined net sale of 1,674,994 

copies—77 % of the total number 
of homes (2,174,379) 


FRANK L.CRANE 


69 FLEET ST. E.C.4. PHONE: CEN.2811 


LONDON OFFICE 


THE 
DERBYSHIRE TIMES 


SERIES 
over 105,000 copies 


per issue comprises 


The Derbyshire Times (82,578 A.B.C. cert.), the Zelper 
News, the Hucknall Dispatch, the Buxton Advertiser 
and Herald, the High Peak News. ' 


Head Office: CHESTERFIELD 
London Office: 231/2 Strand, W.C.2 


COVERS THE WHOLE FIELD OF TEXTILE MANUFACTURE 


EMMOTT] & CO LTD. 31 KING STREET WEST MANCHESTER 3 
LONDON OF-FICE:;321 ;BEDFORD STREET W.C.2 


FOUNDED LoVe - 


to-day the most authoritative textile journal in the world 


ROTAPRINT & MULTILITH USERS 
baer by Ape Our speed is 
your asset. 
for QUALITY end RELIABILITY 
"Phone Shoreditch 3942 
VARILITH SERVICES LIMITED 
3 Academy Buildings, Fanshaw Street, N.! 


RENART 
STUDIO LTD 
EALING 3362 
» 4M 
TI 


SCREEN PRINTING 


tXPOKI 


BETAC Bulletin—continued. 


piled an interesting survey on the 
circulation of daily newspapers in 
Italy. The survey shows that, of 
30 million Italian adults of over 
18, about 15 million read daily 
newspapers regularly, 7 to 8 
million irregularly or occasion- 
ally; non-readers are estimated at 
7-8 million. On an average the 
regular readers read six dailies 
per week; the irregular, two. The 
total number of newspaper buyers 
per week is therefore 104 million. 

It has been estimated that 
there are 2:5 -3-5 readers of each 
newspaper sold. The total 
number of readers would there- 
fore at most be 42 million and 
at least 30 million per week. 

The same survey shows that 
one-third of the adult women 
never read newspapers 

* * * 


The number of regular readers 
of newspapers is largest in 
Northern and Central Italy 
(53 per cent); in Southern Italy 
it is only 39-8 per cent. Keenest 
newspaper readers are the Pied- 
montese, 61 per cent of whom 
are regular newspaper readers. 

(Schaub-Thibaud, Milan) 
* * * 


Switzerland: The cost of paper, 
in Switzerland as elsewhere, has 
brought about a general rise in 
advertising rates. However, in 
the expectation that this measure 
is only a temporary one, the rise 
takes the form of an extra charge 
of 4 to {rd of a centime per mm. 


that is added to the gross 
amount. This means that no 
agency commission can be 


granted on this surcharge. 

(Publicitas, Lausanne) 
* * 

AFRICA 

Egypt: An official decree has 
just restricted the number of 
pages in daily newspapers to six. 
The increase in the cost of news- 
print is given as the reason. 
Weeklies have had the number 
of their pages cut by a*quarter. 
When a similar restriction was in 
force between the years 1943 and 
1947, the newspaper Al Ahram 
imposed a restriction on the size 
of advertisements. 

The present decree allows 
dailies to appear seven times a 
week, while the former restric- 
tions enforced one day's “holi- 
day” a week. 

(Alfred D. Matta, Cairo) 
* * * 
ASIA 

India: The Government of 
India has issued a Revised News- 
print Contro] Order that imposes 
new restrictions on the size and 
number of pages of newspapers 
and periodicals. Newspapers have 
been divided into five classes with 
varying degrees of restriction 
according to the quality of 
newsprint previously used. The 
order also prohibits the use of 
newsprint for any purpose other 
than that of printing newspapers, 


* 
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except under permission granted 
by the Central Government. 
Proprietors of newspapers who 
import or acquire newsprint from 
outside India have to give details 
to the Ministry of Commerce and 
Industry within seven days of the 
import. 
¥* * * 
Persia: The universal per 
shortage, hardly relieved by a 
number of newsprint deliveries 
from the U.S.S.R., has resulted 
in increases in advertising rates by 
most leading newspapers and 
periodicals. The Etelaat now 
refuses advertisements larger than 
60 lines (approximately 11 
inches). The Teheran weekly 
Mossavvar is increasing rates to 
15 rials per line, and the National 
Front newspaper Bakhtar Emrouz 
is also increasing its rates. 
(Il. Finzi, Teheran) 
+ * * 
AMERICA 
U.S.A.: New York newspapers 
report a reduction in radio adver- 
tising rates, due to the fast- 
growing stature of television as 
an advertising medium. Although 
slowed down by mounting de- 
fence demands, television is 
growing in America, and the 
estimated production of | tele- 
vision sets in 1950 is 7 million. 
* * * 


The optimistc predictions by 
export executives for 1951 are 
very similar to favourable pre- 
dictions on surveys in the U.S. 
domestic field and also in the 
British field. In the U.S., of 207 
national advertisers polled by 
the American Newspaper Asso- 
ciation, 53 per cent expect their 
advertising appropriation to in- 
crease; 35 per cent expect it to 
be maintained at the 1950 level; 
and less than 12 per cent appear 
to expect a decrease. ANA quote 
the survey in ADVERTISER'S 
WEEKLY, which has produced 
similar optimistic results. 36 per 
cent assessing that they will spend 
More on advertising in 1951 than 
in 1950; 56 per cent about the 
same; and only 8 per cent expect 
to spend less. 

* * * 


Concrete figures are now avail- 
able on the volume of advertis- 
ing placed in 1950 by US. firms 
in export publications through 
agencies. According to a tabula- 
tion by Export Trade & Shipper. 
the total number of such adver- 
tising pages rose from 19.205 in 
1949 to 19,578 in 1950. Because 
of higher page costs, the total 
expenditures for this space are 
estimated to have risen from $6 
million in 1949 to $7 million in 
1950. These figures do not include 
pages placed direct. They do not 
reflect export advertising volume 
in local newspapers. magazines, 
radio and other media. They do 
indicate, however, that there has 
been some increase in the total 
volume during 1950. 

(Edward W. Robotham & Co.) 
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it is with the greatest 
“THE BUILDER’ reluctance we announce 


that.... 


Average Weekly Nett Sales during 
May 1951 


16,852 
copies as certified by Messrs. 
Spain Bros. & Co., Chartered 
Accountants, | Old Burlington 
Street, W.1. 
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Nine-Point 


Successful “Spot? Campaign — 


“SPOT” in English, Aus- 

tralian and Colonial com- 

mercial radio parlance is 
an announcement—from 10 to 
60 seconds—during or between 
programmes, which advertisers 
may use to put over their sales 
message. 

It is with this type of “spot” 
campaign, not the American type 
which is a radio programme 
_ aimed at a_ specific market, 
' that we are concerned. 

Having decided to use a spot 
campaign the  advertiser—or 
agent—has to consider three vital 
factors: size or length, place- 
' ment, and frequency. (These are 
not given in order of import- 
_ ance.) 


_ Size or Length 


The three factors are inter- 
_ dependent and discussion of one 
_ automatically involves considera- 
' tion of the other two. 

Before discussing this question 
of length it would perhaps be 
advisable to mention the avail- 
able lengths. Radio advertising 
practice to-day gives a choice of 
spots varying from the brief 
Station-break announcements of 
10 seconds to the one minute 
spots. (A “station-break” an- 
nouncement is given 'n that pause 
or break between programmes 


452 


COMMERCIAL BROADCASTING OVERSEAS 


RUSSELL BECKER who, in the March I issue, wrote on 
How to Make a Success of Sponsored Programmes, gives 
advice here on how to make effective use of ‘spot’ announce- 


ments. 


Now with Overseas Rediffusion Ltd., Mr. Becker 


has spent considerable time creating sponsored radio 
programmes in Australia. 


when stations give their identi- 
fication.) Although there is no 
standardisation, most commercial 
broadcasting stations accept one 
or more of the following: 

10 seconds—20 words (station- 
break) 

12 seconds—25 words 

15 seconds—-30 words (some- 
times called 4-minute) 

25 seconds—S0 words 

30 seconds—60 words (some- 
times called 4-minute) 

45 seconds—75 words 

50 seconds—100 words 

1 minute—120 words. 

If the product has a number of 
selling points which must be 
grouped together, it is reasonable 
to assume that 30 seconds to 60 
seconds are required. If effects 
are employed the announcement 
must be of sufficient length to 
include the effect (which must be 
readily and quickly identified) as 
well as the actual selling words. 
But if the purpose of the cam- 
paign is to make known a slogan 


THE NINE SUCCESS POINTS 


Use the right length. 


. 

@ Select times to pinpoint prospective buyers. 

®@ Choose a basic theme and stick to it. 

@ Employ easy -to- understand, down - to- earth 


words and phrases. 


®@ Do not annoy, scare or mislead. 


© Keep announcements up to date. 


@ Consider your market and word your announce- 


ments accordingly. 


®@ Include sound effects or music only when they 


are necessary. 


®@ Concentrate on one product and do a thorough 


“selling job on it. 


then the tendency would be to 
use the shorter spots. 


Placement 

The placement depends mainly 
on the audience to be reached. 
It is obvious that a product to be 
sold to housewives would have 
an initia] advantage if the spots 
are placed in a programme of 
special interest to them. Simi- 
larly, men are best reached in 
the morning and evening and 
parts of the weekend. Many 
Stations carry programmes de- 
signed to include spots and care- 
ful selection of these can be very 
advantageous, 


Frequency 

The term “Frequency” refers 
not only to the number of spots 
per day but also to the number 
of days on which spots are to be 
broadcast. If short announce- 
ments are used the inference is 
that the frequercy is greater, so 
that in one sense, the advertiser 
could consider the frequency in 
direct ratio to the length of the 
spots. 

A campaign which calls for 12 
announcements a week in the 
daytime period would cost the 
same as a campaign consisting of 
8 spots per week in the evening, 
presuming that the daytime costs 
are ¢rds of the evening. Then 
again, if 2 short spots equal one 
long spot then for the same 
amount of money the advertiser 
could have 24 spots in the day- 
time and 16 in the evening. Thus, 
once the length and the place- 
ment have been determined, fre- 
quency follows, but it is impor- 
tant, however, that a minimum 
frequency should be set so that 
the overall impact of the cam- 
paign is not lost. 

Now, we turn to the spots 
themselves. Here the advertising 
man's knowledge of the market, 
the audience, the job to be done 
and the product guides him. He 
is given the frequency, the place- 
ment and the length. He has only 
to decide what is to be said, how 
it is to be presented and by whom. 
The advertiser using spot an- 
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Programme To Create A 


nouncements has a choice of 
presentation: (i) recorded; (ii) 
“live”; (iii) recorded with “live” 
following announcement (some- 
times called a “tag”). 

When spots are recorded, the 
advertiser can exercise control 
over how the message _ is 
delivered. He can also use mul- 
tiple voices and sound effects. 
Recorded spots are also useful 
when voices of a specific type or 
specific persons, e.g. film stars, 
are required. Conversely, “live” 
announcements are preferable 
when there are likely to be occa- 
sional changes in copy or where 
the voice of the local announcer 
is considered best for their pre- 
sentation. 

The use of recorded announce- 
ments followed by “tags” is un- 
common but, on occasion, ex- 
tremely useful. In North America 
and Australia the cinemas use 
dramatised spots supplied by the 
movie companies and follow these 
with a short announcement de- 
tailing where the picture is cur- 
rently showing. 

The actual wording of the spots 
should be determined bearing in 
mind the well known principles 
of copywriting. They should be 
easily understood and _ crystal 
clear; the brand or advertiser's 
name should be included a suffi- 
cient number of times to impress 
upon the listener the identity of 
the advertised product. 

Successful spot campaigns don’t 
just happen; they are planned. In 
radio advertising, as in other 
forms of advertising, there is no 
substitute for careful planning 
and thought. The flexibility 
offered by radio spot campaigns 
has solved many problems for 
British advertisers in overseas 
markets. 


Radio Review 

A new commercial station has 
been opened on St. Croix, largest 
of the Virgin Islands. Called 
WIVI, the station will also cover 
the islands of St. John and St. 
Thomas. 

* * * 

Lourenco Marques has made its 
time signals available for spon- 
sorship. These signals are broad- 
cast every hour. 

* +. * 

Recent new sponsors on 
Lourenco Marques include Goya, 
Vick, Zubes, and a number of 
Reckitt products. 
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67 entries 


IS chosen 
printed by Chromoworks 


BRITAIN’S LEADING Quality POSTER PRINTERS 


CHROMOWORKS LTD. 


CHURCH END, WILLESDEN, LONDON, N.W.10 Willesden 0182 


Lithographic & Photo- Offset Prinlers 


POSTERS - SHOWCARDS - FOLDING BOXES  - LABELS - GREETING CARDS 
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Advertising 
and Industrial 


in monochrome 
and colour 


The dictionary tells us 
that “ PERFECTION” is the 
highest attainable or conceivable 
degree of absolute excellence in 
condition, quality or achievement. 
An ideal perhaps but nevertheless 


it is the only word to deseribe the 


standard of production aimed at 


by L. E. Aldous A.R.P.s., and 


Lhe 
CKELOI 


3 WEST STREET, LONDON, W.C.2 


Telephone: Temple Bar 0361 


HOM ORAPLY 


454 


Delegates have now registered from 


Burma, Malta, Cyprus 


And The 


Philippines 


31 NATIONS WILL BE 
REPRESENTED 


Among the latest overseas 
delegates to register for the Inter- 
national Advertising Conference 
are: 

J. R. Warwick, vice-president 
and director of Warwick & 
Legler, Inc., advertising agents, 
who has been in business 20 
years. 

Miss Kathleen Goldsmith, inde- 
pendent public relations coun- 
sellor, and a member of Adver- 
tising Women of New York, Inc., 
and the Advertising Club of New 
York, who served with the U.S. 
Government’s Office of War 
Information in World War II. 

Mohamed Beyhum, assistant 
manager of Beyhum Publicity, 
tramway advertising concession- 
aires. 

Melville Miller, advertisement 
manager of the Jrish Times group 
and a member of the Publicity 
Club of Ireland. 

J. A. Pennock, director of 
Cebuco, the Central Bureau for 
Newspaper Publicity of the 
Netherlands Daily Press. 

Claude Marcus,  Secretary- 
General of the Publicis advertis- 
ing agency, France. 

Marcel Tordo, genera! manager 
of Metrobus Publicité of Paris. 
and a member of the French 
Advertising Federation and the 
Paris Publicity Club, who has 
been in business for 25 years. 

C. L. Genin, chairman of 
Publicite Genin of Paris, and a 
member of the French Advertis- 
ing Federation, the Syndicat des 
Editours Publicitaires and the 
Syndicat des Distributeurs en 
Publicité. 

Raphael Pouplier, advertising 
agent of Paris and vice-president 
of the Syndicat National Publi- 
cité Radiophonique, 35 years in 
business. 

Jens nner, advertisement 
director of Berlingske Tidende of 


J. G. Grandfils 
(Belgium) 


Kirsti Laipio 
(Finland) 


Delegates’ badge 


Copenhagen and a member of the 
Danish Advertising Association. 

Joseph Rackow, managing 
director of Cinema and General 
Publicity Ltd., Ireland. 

Peter D. M. Rackow, director 
and general manager of Cinema 
and General Publicity Ltd. 

Miss Elsie Cooper, British 
representative of Panorama, 
Katholieke, Libelle and Beatrijs, 
and of the Belgian and German 
editions of Libelle. 

Peter Olufsen, genera! secre- 
tary, Danish Advertising Associa- 
tion, director of Danish Audit 
Bureau of Circulation, and editor 
of Dansk Reklame. 

John L. Love, editor of 
Marketing of Toronto. 

Sten Horwitz, chairman of the 
International Council on Adver- 
tising of the International 
Chamber of Commerce, Paris: 
chairman of the Swedish Court 
of Honour in Advertising Stock- 
holm. 

George Woodward, European 
manager of the New Yorker. 

J. F. G. Vautier, chairman and 
managing director of Publicité 
J. F. Vautier, and a member of 
the Société de  Publicitaires 
Brevetes. 

Raoul Monmarson, director of 
Publicité Interoceanique and a 
member of the Societé des gens 
de Lettres de France and of the 
Allied Circle. 

Rene De Chateauneuf, man- 
ager of La Publicité Directe, a 
direct mail firm. 
att at att ate eee ate ae ae ae aD 

Herbert Harris, honorary sec- 
retary of the free-lance section 
of the Institute of Journalists. 
has joined R. A, Paget-Cooke, to 
assist him with the International 
Advertising Conference's Press 
Relations. 


W. H. Wilkens 
(Germany) 
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LIKE ALL THE BEST FAMILIES 
WE STARTED AS TWO 


... by our 5th anniversary we have raised 
a talented family of over 50 to support us 


Which all goes to prove a great many things it would be a pleasure to 
discuss, if only we could find time to write an advertisement about our- 
selves, fora change. In the meantime, you might watch what we are doing 
for Barclays of London & Brighton - Bective Shoes - Benedict Peas 
Bouchard Ainé Wines - Bury Boot & Shoe Co. Ltd - Kumfi- Kut 
Scissors - Chippendale’s Workshops - Damaskin Beauty Preparations 
Cosmedin Beauty Lotion: Sidroy Underwear - Fling -Gordon-Moore’s 
Toothpastes - Harden’s Tea - Grenfell Cloth - Hyland Stair Clips 
Kiddicraft Toys - Mills & Rockleys Ltd - Mornessa Coats & 
Suits - Rallie Health Appliances - Roberts Windsor Soaps - Jane 
Seymour - J. & M. Stone - Susan Small Dresses - Wald Handbags 
Worldwide Wholesale Warehouses - and other products and services 


Chapel Str 
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Does your client 


SELL 


Continuous Burning 
Open Fires 


Heating Stoves 
Domestic Boilers 


Central-Heating 
Boilers 


Freestanding Cookers 
Combination Grates 


* 


Does your client 


APPEAL 10 


Coal Merchants 
Builders Merchants 
Heating Engineers 


Appliance 
Distributors 


* 


IF $0- 


Advertise in the 


SOLID-FUEL 
APPLIANCE 
SALES AND 
SERVICING 
NUMBERS OF 


COAL & COLLIERY 
NEWS-DIGEST 


8 Lloyds Avenue, 
London, E.C.3 


IF 


Planners 


and 
Producers 
of 
DIRECT 
MAIL 


RESULTS 


IF 
IF 


IF 


your campaign Is directed 
to the general public 


you wish to approach 
selected groups of 
consumers 


you want to ccntact any 
particular trade group 
you must mail to any or 


several kinds of industrial 
concerns 

you need any or all of the 
services connected with 
direct mail at home or 
abroad (Facsimile letters, 
addressing, enclosing and 
mailing etc., offset-litho 
printing) 


YOU WILL NEED 


SIMMONDS 


(POSTAL PUBLICITY) LTD 
82-84 PECKHAM RYE 
LONDON SEIS 
Telephone : NEW CROSS 5541 


Together with our associate company 
SIMMONDS PRINTERS LTD 


IF 


« 


EC cn RENE > 
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And Here Is A Typical 
Cross-Section of 
Youth Scheme Delegates 


Youth Scheme delegates to the 
Conference include: 


Svante Ryden (27), 
writer with Ervaco Ltd. and a 
member of the Advertising Asso- 
ciation of Stockholm. 

Bengt Ystrom (25), an assistant 
in AB Svenska Telegrambyran of 
Halsingborg and a member of the 
Swedish Advertising Association. 

Rolf Sesseng, secretary of E. 
Horgard of Trendheim and a 
member of its sales and advertis- 
ing association. 

Per Wallem (23), an “advertis- 
ing-printer,” and a member of the 
Stavanger Sales and Advertising 
Association. 

Jakob Bucher (26), in the 
advertising department of Globe 
Store of Zurich, and a member 
of Schweize Reklame Verband of 
Zurich. 

A. Du Chene De Vere (22). a 
member of Impresa Generale 
Pubblicita, which is itself a mem- 
ber of the Italian Publicity 
Federation. 

Giovanni di A. Pozzi (24), an 
artist with Editoriale Domus. 


Was P.R.O. In Indonesia 


Leon Yssennagger (24), assist- 
ant to the advertising manager of 
the Dutch Persil Co., and a mem- 
ber of the Dutch Advertising 
Association, who, before enter- 
ing advertising in 1947, was a 
P.R.O. in Indonesia. 

J. A. Lanting (24), a repre- 
sentative with N.V. Nationaal 
Publiciteits Bureau. 

Jean Reboul (25). a freelance 
copywriting and layout specialist, 
and a member of the Syndicat 
National des Artistes et Maitres 
Artisans Createurs Publicitaires 
of Lyon. 

P. A. Dupuy (25), a Press 
supervisor with D’Amour-Publi- 
cite of Paris. 

Maurice Lescuire (23), a mem- 
ber of the Technical Advertising 
School of Paris, and a graduate 
of the Lycee de Roanne. 

Jacques Harland (21), whose 
father is managing director of the 
Office Central d'Etudes et de 
Realisations Publicitaires. 


Interest in Market Research 


Leif Roitmann (26), an adver- 
tising adviser and a member of 
the Danish Advertising Associa- 
tion, who hopes to specialise in 
market research. 

George B. Prokos (25), in 
charge of all printed literature 
for appliance and radio sales pro- 
motion with Canadian Westing- 
house Ltd. 

Raphael De Dapper, a copy- 
writer with Lintas S.A. of 
Brussels. 

Pierre Bilteryst (27), who is 
with the Belgian Chamber of 
Publicity and a member of the 
Brussels Publicity Club. 

Jean Collin (23), a member of 


| gande, 
a copy- | 


Synergie-Publicite and  Propa- 
and a member of the 
Association de Publicitaires 
Brevetes. 

Yves Ruhimann (24), a creative 
artist with Ruhlmann-Mulhouse 
and a member of the French 
Advertising Federation. 

Mile. Michelle Djavidan (18), 
an artist with a publishing house 
in France. 

Raymond Del Forge (27), a 
copywriter and contact man with 
Publicontrol and a member of 
the Belgian Chambre Syndicale 
de la Publicite. 

J. C, Gallais (23), a member of 
Synergie Publicite and Propa- 
gande of Paris. 

Georgette Blanchard (26), an 
account executive's assistant, and 
a member of the Syndicat des 
Cadres et Techniciens de la 
Publicité. 

Claude Dupuy (24), a member 
of Publicité R. L. Dupuy of 
Paris, and a member of the Paris 
Publicity Club. 

Per-Hakan Wahrn (24), an 
account executive with Taucher 
Advertising Inc., and a member 
of the Finnish Advertising and 
Selling Association. 

Borge O. Madsen (24), a copy- 
writer with Carl Allers Etablisse- 
ment A/S, and a member of the 
Danish Advertising Association. 

Paul Nielsen (28), manager of 
an art-designing department and 
a member of the Danish Adver- 
tising and Art Designers Asso- 
ciations. 


Variety Attracted Toronto 
Girl 

Miss Bernita F. Blackhall (23), 
a production manager and 
member of the Women’s Adver- 
tising Club of Toronto, who 
entered advertising four years 
ago because of “its great variety 
and ample room for advance- 
ment.” 

Paul F. Ruetz (26), a member 
of the advertising department of 
Brutsch & Co., of Zurich. 

Gunnar Asphaug (26), a mem- 
ber of the Oslo and Norwegian 
Advertising Associations—and a 
specialist in sales promotion. 

Miss Amy I, Huxtable, assist- 
ant to the director in charge of 
radio of George Patterson Pty. 
Ltd., Australia. 

Bo Ohlsson (25), an assistant 
with Toernblom’s Advertising 
Agency of Stockholm and a 
member of the Advertising Asso- 
ciations of Stockholm = and 
Sweden. 

Arne Lelion (27), an advertising 
executive with Gumaelius Adver- 
tising Agency of Stockholm and 
a member of the Stockholm 
Advertising Association. 

Otto Seegers (18), an assistant 
production leader with a Nether- 
lands publisher, who hopes to 
specialise jin copywriting. 


4 ee 456 Pt ‘ 
, po cesuiiiianmeenemenee bias: 
\ . 
i. 
bee ; 
te | 
es 
ae 
~ | Z 
0 
e | 
: pe 
; | { i 
a i 
- : 
_ 
ee 
i P| ; 
; t pe é 
iy 
set lc 
a ; 
# . es | 
‘ag ¢ 
st | 2. 
: ; : 
: _ | o 
: m,' ; 
i ; 
Tes 
By 
meas - | 
Pee pC 
ae 
a po po 
7 ROYAL 3838 
ES 
i Semi 
“¥ J WI ‘ 
we. ————————— 
a “ SS LIS ‘ 
as 
cp Te 
i,’ § > ‘| ‘eet ae ae a , 
c. ea “ <5 Si ee . I ell Tat, SV ae 2 Fo) ee th 


June 7, 1951 ADVERTISER'S WEEKLY 


FESTIVAL OF BRITAIN 


EXHIBITION OF INDUSTRIAL POWER | 


Kelvin Hall Glasgow - Scotland 


Specialists in all types of 
Display and Exhibition 
work for over 25 years. 
Works: 
Mount Pleasant, n 
Ashton-Under-Lyne AY: ! 
Lancs. 
Tel. Ash 3004 


ga ent By ~ 


ARMSTRONG & CO. (WRIDALE) LTD. 


LONDON OFFICE: 26 OLD BROMPTON ROAD, S,W.7 
Telephone: KEN. 0025 
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AVING a little more 
space than usual at my 
disposal this week, I propose 
to offer a cross-section of the 
sort of people who are coming 
to visit us during the Conference. 

| have chosen them almost at 
random; they differ widely in im- 
portance and influence; but they 
are all good advertising folk. 
Like Chaucer's Clerk of Oxen- 
ford, they would “gladly lerne 
and gladly teche.” 

x o a 


NOTABLE among the Americans 
is Graham Patterson, who will 
speak on behalf of the National 
Association of Magazine Pub- 
lishers on July 11. Patterson is 
chairman of the Advertising 
Federation of America. 

He built Farm Journal, of 
Philadelphia, into what claims to 
be America’s largest rural maga- 
zine, and boosted the circulation 
of Pathfinder magazine from 
400,000 to 1,200,000. 

oa * 


FOOTBALL and symphony 
concert “fan” is Samuel C. Gale. 
As vice-president of General 
Mills, Inc., he has disseminated 
information ranging from home- 
making recipes to institutional 
advertising explaining the Ameri- 
can way of life. 

Soon we shall hear him ex- 
pond his tenets: “Our advertis- 
ing shall be. truthful, informative, 
and educational; shall render the 
maximum of helpful service; and 
shall as far as possible seek to 


Graham Patterson 


expand markets rather than 
merely take business from com- 
petitors.” 

* 


BIG NAME on the sstatistical 
side is Elmo C. Wilson, president 
of International Public Opinion 
Research, Inc. One of his past 
jobs was to probe the thought- 
processes of German prisoners of 
war, and measure the effectiveness 
of Allied military propaganda in 
liberated France and Germany. 
Wilson prepares current affairs 
tests for Time and also for the 
American Council on Education. 
oa * * 
FROM FRANCE comes Pierre- 
George Bastide, managing direc- 
tor of the noted direct mail 


A. Dietrichson 


trong... 


Pressure proofed by patented process 
and tested at every stage 
leads go into Venus Drawing Pencils 


MOOTH... 


Only proven 


A patented colloidal process removes 
all grit and impurities—they must 
be smooth 


ACCURATE es 


Accurate through and through—graded 
and tested by experts, Venus Drawing 
Pencils make the right mark every time 


THE PENCIL WITH 
THE CRACKLE FINISH 


THE VENUS PENCIL CO LIMITED 


LOWER CLAPTON ROAD 


ENUS 
Perfect PENCILS 


LONDON ES 


Pierre Bastide 


agency founded in 1854 by his 
grandfather. As M. Bastide’s 
two eldest children are with him 
in business, this makes the fourth 
generation of the family in the 
firm’s 97 years. 

He is also president of the 
Chadwick-Latz France Cie (an 
associate of Chadwick-Latz of 
London), hon. president of the 
French Direct Mail Advertising 
Association, and hon. vice-presi- 
dent of the French Advertising 
Federation. 

Fluent in English, German, and 
Italian, he has a first-rate war- 
time record, including an escape 
from Sedan Fortress. Hence the 
Médaille des Evadés, not to men- 
tion his Legion of Honour and 
Croix de Guerre. 

. * . 
ANOTHER “grand publicitaire” 


is Francis Elvinger. His agency, 
situated mear the Are de 
Triomphe, numbers among its 
clients Philips Radio, Camel 
cigarettes, Dettol, Hoover. 
Remington Rand, Du _ Pont, 
American Express, and Trans 
World Airlines. 

A doctor of commercial 


science, Elvinger is, among many 
other important activities, pro- 
fessor of marketing in the Univer- 
sity of Louvain. 


*x 
BELGIUM also offers a scholar 
in Pierre Boisacg, permanent 
secretary of the Union Belge des 
Annonceurs. A doctor of law, 
son of a world-famous linguist, 
and father of a medical student, 
M. Boisacq devotes his leisure to 
growing flowers, fishing, and 
refereeing hockey matches. 
* . 
A MAN who helped to draft the 
rules on which advertising in 
Holland was rebuilt after the war 
is J. H. C. Sieverts, advertisement 
director of De Arbeiderspers, of 
Amsterdam. He abolished the 
commission system for salesman 
at this paper, an example fol- 
lowed by other leading firms. 
_ One of Holland’s best compe- 
tition-sailors, he joins in most of 
the important regattas every year. 
& = 
ALTHOUGH he has been in ad- 
vertising for only three years, N. 
Drost has been secretary of, suc- 
cessively, the Dutch equivalents 
of the Newspaper Proprietors 
Association, the Periodical Pro- 
prietors Association, and (at 
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By CONTACT 


present) the Institute of Incor- 
porated Practitioners in Advertis- 
ing. 


. 
DENMARK is sending us Paul 
Fabricius, Still in his thirties, 
Fabricius is president of the 
Danish Advertising Association 
and chairman of the Press Circu- 
lation Audit. He has been with 
Lever Brothers and Unilever 
since 1933, 


7 . 
A. DIETRICHSON, of Oslo, is 
an advocate of two challenging 
ideas. One is that to stop al! 


Samuel Gale looks at educational 


ads. 


wars, all that is needed is to ban 
all uniforms and other distingu- 
ishing marks! 

The other is that, instead of 
working eight hours a day from 
18 to 65, we should begin by 
working 11 hours a day, and pro- 
gressively less as the years go by. 

Dietrichson is director of 
Hoydahl Ohme, of Oslo, and 
president of the Norwegian Ad- 
vertising Agencies Association. 

* cs * 
CHAIRMAN of Norway's “Ad- 
vertising Association” is Torolf 
Becker, advertisement manager 


WEEKS WISECRACK 


“~~ 


“The delegate from Pata- 
gonia complains that 
‘Bodoni’ appears as 

‘Bolony’ in the transla- 

tion of his Conference 

speech.” 


al a See ls ™" TM a = ae a 
; ee 458 ™ 
| Mainly Personal— 4 
i, i ££ a | 

| e: 
. 3 
i. M4 4 7m ‘f fa ‘ 
| ss 
; : Si | 
bh | | 
ae SP Eer% ' 
. Gr 
ai SS ” 
oe, : \ ; 
; 

e SS 


June 7, 1951 


F. Elvinger 


Torolf Becker 


16 years of Allers Familie- 
oldest Norwegian 


for 
Journal, 
weekly. 

Skiing, yachting, mountaineer- 
ing (“yet not climbing”), photo- 
graphy, collecting book plates, 
and Freemasonry, account for his 
leisure hours. Fortunately, he 
assures me, his wife shares most 
of his interests. 


. * * 
PLAYING the violin solaces the 
leisure hours of W. Lewin Larsen, 
advertisement manager of 
Stavanger Aftenblad for 15 years. 

rsen is vice-chairman of the 
Stavanger Sale and Advertising 
Association. 

o a 


A STRONG Swedish contingent 
includes Miss Britta Baeckman. 
Sole proprietor of six knitwear 
and sportswear stores, she repre- 
sents the Swedish Retail Mer- 
chants’ Society on the Swedish 
Advertising Association. 

“Miss” Baeckman (actually she 
is married and has two sons): 
likes flowers, colours, and econ- 
omic speeches(!); dislikes dull 
and stupid people; “is known to 
be ironical and witty, but does 
not like dirty stories.” Thank 
heaven, such stories are unknown 
in British advertising circles! 

* . * 
AFTER beginning in the Swedish 
Cavalry, Sven Hammarstrém 
entered advertising for Elektro- 
lux. During 1930-33 he intro- 
duced the banana trade mark 
“Fyffes” into Sweden as advertis- 
ing manager of Bana-Kompaniet. 
He has been director of a food 
chain store with 80 shops, and is 
now managing director of Swedish 
Industries Fair. 


* * 
OTHERS of our friends from 
the Northern countries whom we 
shall look forward to meeting 
are: 

Sten Johan Grytt, who started 
off in Erwin, Wasey’s Stockholm 
office and is now assistant adver- 
tisement manager of Svenska 
Dagbladet; 


Arvid Hirsch 


P. Boisacq 


J. H. C. Sieverts 


P. Fabricius 


Kurt Follin, advertisement and 
vice-director of Hemmets Journal 
A.B., Malmé, Sweden; 

J. A. van den Houten, Jnr., 
executive manager of Recla- 
Technica, Amsterdam, and a 
widely-read writer on advertising 
matters; 

And three men from Copen- 
hagen’s Berlingske Tidende: Jens 
Enner, advertising director since 
1937 and author of several books 
on advertising and selling; Sven 
Aage Munck, advertising sales 
manager since 1929; and Carl 
Hjelm, classified advertising sales 
manager. 


er 

FINALLY, if we imagine that 
good advertising men all come 
from the Occident, consider the 


career of A. M. Patel. Son of 
a loco driver, he broke away 
from a dictatorial uncle and aunt 


Kurt Follin’s hobby 


“sportfishing.” 


to get his first job at 13, working 
as a motor mechanic. 

In 1928 he joined Times of 
India on a salary of Rs. 40 (£3) 
a month. It was Philip Shephard, 
then the paper’s advertisement 
manager, and now governing 
director of Century Press, 
London, who spotted his quality 
of dogged persistence and put 
him on to selling space. 

Patel formed the Bombay 
agency, Everest Advertising Ltd., 
in 1946, and it is already one of 
India’s leading agencies. 
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PRINTING 


AT iTS BEST 


Weare ina position to undertake the eenpene: of an estab- 
lished Weekly or Monthly Journal in Demy or Medium 8vo. 
Our service also includes the production of high-class 
Colour Brochures, Price Lists, Catalogues, etc., for which 
we have limited supplies of art paper in stock. 


FOX PRINTING PRESS 
TYPOS HOUSE, MAYBANK ROAD, LONDON, E.18 
Telephone : BUCkhurst 1252 - 1002 


ARTISTS AND PHOTOGRAPHERS 


STUDIO \ Y BRIGGS: 
Volephone: MUS eun HAA 


22 CHENIES STREET-W-C-l 


Ready shortly... 


THE GREATLY ENLARGED, COMPLETELY REVISED 


1951 ADVERTISER’S ANNUAL 
' =—reserve your copy NOW 


@ The 1951 ANNUAL, with hundreds of new entries—and last year’s corrections 
by the thousand—will soon be ready. As usual, the print order has been 
limited to the expected demand; but the probability is that, for the ninth 
consecutive year, no copies will be available by publication day: pre-publica- 
tion orders have already absorbed the major part of the edition .. .and NOW 
is none too early to reserve your copy. 

In nearly 1,000 pages the ANNUAL will bring you all the details you need 
about: British and Empire Publications; Advertising Agents; National 
Advertisers; Film and Sereen Publicity Specialists; Engravers and Block 
makers; Class, Trade and Technical Journals; Poster Advertising Contractors: 
Commercial Art Studios: Foreign Publications with London offices; Printers; 
Typefounders; Inkmakers, and all other advertising services and suppliers as 
they operate to-day. 


scarcity, As orders are Gilled 
im strict rotation, please 
return the coupon promptly. 


prcccccl 


Fill In and Post Today 
Business Publications Ltd., 180 Fleet Street, London, E.C.4 
Please send us immediately on publication 


1951 ADVERTISER'S ANNU AL. 


post-free price of 35s. a copy 


copy/ies of the 
and invoice us after despatch at the 


Name 


Address 


Overseas 


cash with order, please. 
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EEDLEWOMAN 
EEDLECRAFT 


ee pret 
If your appeal i is exclusively to women 


“ NEEDLEWOMAN 
and 
NEEDLECRAFT ” 


offers remarkable value in view of 
the 196,000 circulation and long life 
of the magazine. Write for specimen 
copy and rate card to: 
Advertisement Manager 
** Needlewoman and Needlecraft” 
Regent House, Cannon Street 
Manchester, 4 


EXHIBITION STANDS 
DISPLAYS 
LETTERING 

POSTERS 
SERVICING 
AND STORAGE 


MERCURY 


DISPLAYS LTD. 


245 VAUXHALL BRIDGE ROAD 
VICTORIA - S.W.1 + TEL. VIC 0912-3 


Vision, the news and pic- 
torial magazine printed in Spanish, 
has won the acclaim of executives 
and business men throughout Latin 
America. Here advertisements reach 
a great potential of buying power, 
For every British firm, too, this is a 
superior sales outlet, with a circulat- 
ion already guaranteed at 50,000. 

“Vision is really something 
that has come to fill a neces- 
sity of real bondage between 
the people of Latin America’, 
says a Cuban business man. 
Vision is published fortnightly in 
New York City and distributed by 
air to allt parts-of Latin America. 
A full 15°,, commission is allowed 


to advertising agents. hs accounts 
payable in STERLIN 


For full particulars of Visién, apply 


(Deric Pearson) 


69 Fleet Street, London, E.C.4 
Phone: CENtral 5952-3 
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ATLANTIC PACIFIC ~—~/~ posure 


CLELAND 
PACKAGING 


Cartons. outers and display pieces made 


fae and visually. 


WM. W. CLELAND LTD 
STAPLE HOUSE, HOLborn 252! 
CHANCERY LANE, W.C.2 & BELFAST 


HARROW 
BILLPOSTING 
COMPANY 


FADO mCTOM 0186)? 


37 SPRING STREET W.2. 


SIGNS 


Sveay oescarerion 
SUPPLY + ERECTION - RENOVATION, 
REGINA STUDIOS (SIGNS A DISPLAYS) LTD 


BOSTON ROAD. HANWELL “2 
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> * Johnson, managing director, Birmingham Gazette Ltd., retiring 
president, Birmingham Publicity Association, congratulates his suc- 
cessor, H. N. Brearley, advertising manager, B.S.A. Co., Ltd. 


BRiSTOL INTEREST IN EDUCATION 


Bristol and West Publicity 
Club are to form an education 
sub-committee to investigate 
what educational facilities, addi- 
tional to those organised by local 
authorities, could be provided 
during the 1951/52 session for 
members and their staffs. 

This was decided at the Club's 
annual meeting. 

P. D. O'Connell is the new 
chairman. 

The retiring chairman, Harold 
Pass, described the past year as 
the “best ever” in the Club’s brief 
history. Membership at 59, which 
included 8 associates, showed a 
gain of 12 over the year. Average 
attendance at meetings was 47. 

Important aspects of the 
season’s work included: The 
Club’s approved list of publica- 
tions designed to protect the small 
trader from “suspect” advertising 
propositions, and the formation 
of a public speaking class. 

Officers for the ensuing year 
are: Vice-presidents, T. W. C. 
Glover, R. K. Pearce, F. E. 
Tucker, E. Turner; vice-chairman 
and secretary, E. Attenborough; 
hon. treasurer, K. V. Gill; council, 
J. Floyd, J. A. Hayes, H. H. 
Hodges, F. C. Jennings, N. Kemp, 
R. Plummer, associate auditors, 
L. F. Wood, F. P. Bishop and 
L. C. Shepherd. 


. 
Hull Entertains 
. . 
Civie Heads 

Hull Publicity Club entertained 
the new Lord Mayor and Lady 
Mayoress of Hull, and the Sheriff 
and his lady to dinner at the 
Royal Station Hotel. Since 1938 
it has been the practice of the 
Club to be the first to entertain 
the new civic heads, 

Ellis F. Hopper (president) was 
in the chair, and, speaking of the 
newsprint position, said a two- 
penny evening paper was only the 
Price of a cigarette, and would 
give a lot more pleasure. 

The Sheriff, Lione] Rosen, who 
is a member, complimented the 
Club on publicising the city. 


More News Of 
The Clubs 


The Old Club Tie 


Chairman W. H. Gollings pre- 


senting the Lord Mayor of 
London, Alderman Denys Low- 
son, with the first of the new 
Club ties specially designed for 
the Publicity —_ of London. 


Coveaney 


NEW OFFICERS 


New officers elected at the 
annual meeting of Coventry Pub- 
licity Association are: President, 
George Mills; chairman, Lt.-Col. 
G. J. Long; vice-chairman and 
education officer, J. E. Winford; 
hon. secretary, F. Andrew; hon. 
treasurer, G. Abbott; P.R.O., J. R. 
Gray. Mr. Winford continues as 
delegate to the C.D.C. and will 
be accompanied by Mr. Andrew. 

Membership now totals 74. 


Avery In The Chair 


Fred Avery, P.R.O. to Wolver- 
hampton’s Corporation, is the 
new chairman of the town’s Pub- 
licity Club. 
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Emidictas 


Do you sell what golters buy 7 


- 
¢ interest 
ising route 6° we 
advert! h the columns 


GOLF ILLUSTRATED 


ADVERTISEMENT MANAGER: A. NELSON ALLEN 
8 Stratton Street, London, W.|! Telephone : Grosvenor 3592 


The Electronic Dictation Machines which outdate all past 
achievements in the field of recorded dictation. 


BENE ay Pp 
ei acer 
— oe 
1951 With the Emidicta, you need never be held up on ‘dictation’. 
In the office it ensures a smooth flow of recorded dictation to the 
‘pool’—and the work comes to the Typists who freed from calls 
SILVERSTONE for dictation can devote their whole time to their real job—typing ! 
500 cc Race 1st 2nd & 3rd The Emidicta makes everybody's job easier—gives greater efficiency, 
Production Car Races 1st increased output, lees strain. 
GOODWOOD in all 6 Classes an pee 


. @ Records on magnetised paper discs—called Emidises. 
500 ce International Trophy 1st 2nd & srd @ Discs erased magnetically—and usable over and over again. 
Festival of Britain Trophy 1st & 3rd A product of the E.M.I. Group (His Master's Voice, Marconiphone, 


BRANDS HATCH Columbia, etc.), past masters in recording and sound reproduction. 


Open Challenge Race 1st 2nd & 3rd § ————SEND COUPON FOR FULL DETAILS. —.— — 
internaticnal Trophy Race 1st 2nd & 3rd l To E.M.1. Sales & Service, Lid., Emidicta Division, Dept. 1. 


363-367 Oxford Street, London, W.1. Phone: Mayfair 8591, Grosvenor 7127/8 
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FOR OIL COLOURS 
WATER COLOURS 
POSTER COLOURS 


GEORGE ROWNEY & CO LTD 


10 PERCY STREET * LONDON * WI 


————— 
ST. HELENS & DISTRICT 


REPORTER 


PRESCOT & HUYTON 


REPORTER 


The only A.B.C. papers 
published from these towns 
averaged 


51,975 
COPIES WEEKLY 


July— December 1950 
e 


134 FLEET STREET, E.C.4 
Telephone CENtral 7620 


73 CHURCH STREET, ST. HELENS 
Telephone 2285 (3 lines) 


CURRENT ADVERTISING | 


Schweppes New 
Quality Pop 


Mather & Crowther Ltd. will 
be handling the advertising for 
“Schwop,” a new line which 
Schweppes have just put on the 
market on an experimental basis. 

“Schwop”—Schweppes Pop— 
is for the present being introduced 
in four flavours, raspberry, lemon, 
lime and cream soda. 

The manufacturers believe that 
there is a demand for a high 
quality Pop retailing at a penny 
or twopence more than the ordin- 
ary local product. 

It will not be generally avail- 
able this year. For the present it 
is being marketed in a few 
selected regions where it will be 
possible to make a close study of 
public reactions, preferences and 
tastes. 

It is being sold at the South 
Bank Exhibition site. the Festiva! 
Gardens, and aboard the Festival 
ship “Campania.” 

Full scale advertising will not 
begin until 1952. 

* * 


* 
Calvert’s New 
‘Petal’ Soap 


“Petal” is the name of a new 
soap marketed by F. C. 
Calvert & Co., Ltd., of Man- 
chester. It is a pink soap 
moulded in the shape of a flower. 

Publicity at the moment is 
confined to leaflets. No plans 
have been made for Press adver- 
tising. 


*~ ——-* * 
All About Eve 


“What does a man notice first 
when he looks at a woman?” 
This is the question posed in a 
£1,000 competition sponsored by 
the makers of Sta-Blond and 
Brunitex liquid shampoos. 

The scheme is being advertised 
in national dailies and Sundays, 
provincials, women’s magazines, 
showcards and leaflets. Tube 
posters may also be used. 

McCann-Erickson Advertising 
Ltd. are the agents. 


* «+ 7. 
Next Year... 


A twin to Damaskin leg make- 
up, Suntone, is being marketed 
by Colloidal Chemists Ltd. This 
is a foundation cream which can 
be used with or without powder. 
There will be no advertising until 
next summer. Agents are Napper, 
Staten, Woolley Ltd. ‘ 


Din-Din Ltd. are introducing a 
companion line to their Din- 
Din pure liver puree with Din- 
Din pure beef puree. This is 
being advertised in women's 
publications. Smith’s Advertis- 
ing Agency Ltd. are the agents. 


* ~ * 
It is understood that another 
British gin is to be extensively 
advertised in Switzerland. 


ACCOUNTS MOVING 
Glovers Advertising Ltd. 
(Bristol) have been appointed 
agents for Chapmans of Trow- 
bridge, makers of “Airspring” 
mattresses. 
* 


* * 

Accounts recently moved to 
S. C. Peacock Ltd. (Liverpoo)) 
include Mail Order Supply Co.; 
E. A. McCallen & Co., makers 
of clocks and novelties; Hose- 
wear Ltd., clothiers; Geo. Anson 
& Co., Ltd. makers of office 
machines; and Barlova Ltd., 
malted milk products. 


Oxydol Offer 
Thomas Hedley & Co., Ltd., 
are now sending coupons to 
housewives for Oxydol. These 
coupons are worth sixpence when 
exchanged for two large packets 
of the product. 


NEW ACCOUNTS 
Marshall Green Advertising 
have been appointed to handle 
the advertising for John Williams 
& Co., Ltd., paint and insecticide 
manufacturers. 
* 


. * 
Wilfrid Tisbury & Co., Ltd., 
are handling the advertising, 
mainly classified, for the Mayfair 
Bridge Studio, who run personal 
and postal courses on contract 
bridge and canasta. 
* * * 
Taylor Advertising Ltd. have 
been appointed to handle the ad- 
vertising of the Carbon Dioxide 
Company Ltd. one of the 
Distillers Company group. A 
campaign will start shortly in the 
trade Press. 
* * * 
Willsmore & Tibbenham 
(Norwich) Ltd. have been 
appointed agents for F. A. 
Standen & Sons Ltd., agricultural 
implement manufacturers (farm- 
ing Press); Green Bros, (Bran- 
don) Ltd., timber merchants, pig 
and poultry equipment manufac- 
turers; Sunshine Bread Co. 
(Norwich) Ltd., bakers and con- 
fectioners; and Auto Wrappers 
(Norwich), wrapping and cutting 
machine manufacturers. 
* * * 


Felco Hoists Ltd. and S. H. 
Bond Ltd., motor body builders, 
who have previously placed 
direct, have now appointed 
Clinton-Wall_ Publicity Ltd., 
Birmingham. 

* * * 


Norman Davis Ltd. have been 
appointed for Warmerdam & Co., 
Ltd., bulb growers and mer- 
chants. A scheme has been pre- 
pared for the trade Press. 

* * * 


NEW_ CAMPAIGNS 


National dailies, Sundays and 
Radio Times are being used by 
Gor-Ray Ltd. to announce that 
they will not be taking advantage 
of the new price schedule for 
skirts announced by the Board 
of Trade on May 15. This 
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This teaser advertisement is being 
inserted in the trade Press by the 
Edison Swan Electric Co., Ltd. 


allowed for the increase in price 
of some skirts by as much as 25 


per cent. Agents are Legget, 
‘artners Ltd. 


Nicholson & P; 
* 


* * 

Papers in Newcastle, Derby 
and Leicester are being used by 
Samson, Clark & Co., Ltd., in 
June and July for Mixbars, the 
dog food made by F. C. Lowe & 
Son Ltd. 

oa * * 

Strip cartoon is being used in 
a new campaign for Jean Marie 
Farina eau de Cologne, made by 
Roger & Gallet Ltd. Schedule 
includes Sunday Graphic, plus 
full-pages in class, women’s, and 
general interest magazines. 
Wilfrid Tisbury & Co., Ltd., are 
the ogee, ye 


Trade Press advertising, includ- 
ing Chemist and Druggist and 
Drapers’ Record, is being used to 
announce the return of Southalls 

Agents are 
* 

A new campaign for Holly- 
wood fashion jewellery, made by 
D. Ackerman & Sons Ltd., is 
appearing in women’s weekly 
magazines. Agents: Ripley, 
Preston & Co., Ltd. 


* * +. 

“Banjo” made for the first time 
with full cream milk chocolate 
was announced in a_ half-page 
Daily Graphic space last week. 
Normal schedule will be used to 
feature this development. Agents 
are Yous & Rubicam i 


Greenly’s Ltd. are placing in 
the wine and spirit trade Press 
for Apollinaris and Presta table 
waters, made by The Apollinaris 
Co., Ltd. 

Me . + 

Valopto eye lotion is being ad- 
vertised in national dailies and 
Sundays and magazines by 
McCann-Erickson Ltd. 

* * ~~ 

The half-page Daily Express 
space will be taken next Thurs- 
day (June 14). by Goya, whose 
advertising is handled’ by 
Colman, & Varley Ltd. 
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& A Standard work of reference indispensable to all those dealing with the press 


L951 
EDITION 
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A copy of this well-known book of 
reference should be on the desk or bookshelf of all those who wish to refer quickly to the publishing 
details of any national newspaper, periodical, magazine, trade and technical paper or other 
specialised journal. Neat, handy, well-bound, the 1951 recently-published edition is revised 
and enlarged, particularly the section dealing with overseas publications, and carries a great 
deal of information indispensable to all those working with the press. Order your copy now! 


Published by 
WILLING’S PRESS SERVICE LTD. 


WILLING HOUSE, 356-364 GRAY’S INN ROAD, LONDON, W.C.1. 


ion a. ee ES 
rs, ‘ai Pe Ce bes 5 
% a a a a 
- oa he oD URE ate oe. P 
— eo +} mee Ri 
—— ee 
bios Sh. fer i 
€-73 a 15 Hc. aS 
. weer ecrrcewes ois . z 
ba ———— I revised and : 
lteter = = ——F e* 1% 
Oy saunas —SSS=S=SS= — | enlarged to 
, S33 $$ Ba. inclade e 
- SaaS SSSI : é 
oe oe = S=—= —_—_SS H : ‘ A 
: ge —S== —S=> —_—_—SS=>=x —S 1 a 
4 ¢ “| . SSESEaEzRb —= —>>= E 4 ; 
He . * = —=—=” ———— BEE: 166 Dai Newspapers E 
. 4 Ra re “a —— —S:=== 4 2 
"i . uy SA path . S== Ht 
ak ‘ Becacn boy Re HA Aae WARE — ———— i Hy LE ; 
> WAS pectin ee Brittany Bet eriitti 4 tf as ey ma 
Pc Reena htt tithe ae aicihs tes CS a SSE arene Weta ae . 
ee: ays, ees Borat 0 — i . 
a . EAR POLL musta ye te Meee ttetehy syayytineet tates eRe ST) Mav taaa: GT iis eam 4 18 Nday 
be Saat ah Wie Vi Cae Hs ‘ 
Af L SY PTE ¢ oy + Nas tia ce eee Hi bani Por aS le | | 
ae : Sea Ra mane A/S TT i ati a eek atisiit sit BERT AEE: It HF 
i! “ aly Ris! taniten cyt "* Ga Din i »'F Y me deak es pee ale . i Ei 
i , as ) BR es NG 1S oT 
ial AAA cats : ins Ute. |S Ay” Gita Cet haeg Hifi|! 
eee I \ ey Ee HO y eR QA. Po sams tt 8 BEATE ih : Hl 
oe Vesa ae RR “SS ¢ Hi, eatin OM ||) 1392 London, Suburban, 
a AT SRRORRS sh Co Wh ea et a E and Local jy 
PP \ ERR as 2 Stine ee mee. Ub Ae sit aitiine ®wSpapers 
\ PR kien ates “tench 4S y a te th ett cl He ; 
: RAS aaa ee bigig: esin: ae 
Veer a 1954 Pac 
= ea ait Te ANS Hh ee Hits athe oe TMU ye Hi . 
ey: 2 Ea, err VT oe ea sirens boebatts wet iy PRG . 
h ASA ates Rah RECT Te tt ett Kemiabenstitis bai iiesne ett CEE H 
vant " SN ae ar a ‘a Panne my 4730 Periodicals, Magazines 
ram 3 Wyeth’ ai Wey wit tat g gees aS sheitetiiat CSE eg i 
A Raat fA TOUR UA ac RSS mee | Trade, Tec = : 
’ + Ya a nhu ott ohn rity / ~S Ke ages Winther ist ite ae | | ve ’ eligious and 
E ei A. ak ma Sees ey Ae “Ua SR Re eR H O ialj 
of * ea aie wa a ¥ " i Hath We ayaa oi He ait | t SPeCialiseg Journals 
ae + Ws a, ein ' itt Nig fs! ures aT Hl 
a et LG RRS > 49 ae uated way lg 
a 4 VA + AE a SRN ty =.) Tate Hernia Pai TS Rg ii Enlarged 3 
ry Gana aan AY ea SS Sinemet i ea arte tt | ; Overseas . 
je a a : Se ; SRA Aa ee Beat eae With j S€Ction : 
a SRA Ca Hath TET aa Mitte stil tt a gee Hat Selecteg . a 
. 4 a te ae ni tuatt yA ph sasyyeatattbdae ih Beit. = ‘st of fore, 
a" ea ei SE 24 Coons, oreign ri 
Pn RN aha SS RR vay fears tat ahd Colonia Publicat;, i & 
1 Sa ay CARES ga AN) = 
Basi 8 Et as Raa MRR BRU se, : 
“ | fat MUN Bhatia aH ees ate we 684 
: Mec Se Gita es ak ieee 1 i Annuals together ith , 
F aves eat ey + ree ati Swag! Tri bea +e Ww ’ 
ORE Seis TE aha hit i s tt 
Resin Sagara: Sis Ait sate Tae Ff is ij 1 ° Usefyy $ 
(oe te eR a a relati 
nes Veer “ING y Pebgi ioe aii: feet i i "8 to 
O) Wika: Cs shy... wait Hu eas erareattst i 
; JUST ne Se 4 a Ny nem sTeels et. ; 
‘ pe a i Mik " Wiese chr) 6-34. | E ing ea Neat ie hhess: tH iH UI Ay . 
ie Qa eee aa ae Se 384 aVieg. et Hn “tat ! j 
) Be OUT vos i aeenage SYE RIB at | 
F ; shea W, Se Sak ae ae oP, t. aa ty Bia i | 
Preheat : : pee an Pt aan SS atHentad pee || 
j capri eV Vay te Vout Hh ee aah et Bias t att hin e. 
vty itngte tu bas Pane ; 
cA Apt eats vate RatE ge anna uy : 
: v4 Shs bateeties ‘ : 
4 4 Rye Se cat 1 ac Sa " a 
‘ Tar Da eters a ; 
* Ritts M 
‘ : 
z 
i ae ° 
. 


ADVERTISER'S WEEKLY 


We Hear— 


THAT “Judgment Deferred,” a 
new film to be made by Group 
Three at Southall Studios, will 
feature a complete representa- 
tion of a Watney Public House. 
Watney advertising material also 
features prominently in the bar 
scene and Watney posters in out- 
door shots. 


THAT 2,000 readers contribu- 
tions ranging from sixpence to 
guineas, totalling £750, for the 
‘Yorkshire Evening News” tri- 
bute to Len Hutton. This took 
the form of an oil painting by 
Henry Carr, which was presented 
to Hutton by Lord Mackintosh. 


THAT Brylcreem are sponsoring 
a £700 window display competi- 
tion. There will be separate sec- 
tions for chemists and _hair- 
dressers. 
* * * 
THAT Geoffrey Young handled 
the publicity for Ealing’s celebra- 
tions to mark its fifty years as a 
borough. 
* * 
THAT ie final fashion show and 
prize-giving ceremony of the 
1951 National Sewing Contest, 
organised by the National Needle 
Arts Bureau, will take place at 
the Moy Fair "a on Fae 20. 


THAT a atin of lee 
turers of printing machines and 
accessories will be held in con- 
junction with the international 
Drupa exhibition at Dusseldorf 
on Saturday and Sunday. 

* * * 


THAT the meeting of the 
London branch of the British 
Display Association on June 15 
will take the form of a Brains 
Trust with Donald McCullough 
as question master. 
* * * 
THAT the National Arbitration 
Tribunal has awarded a minimum 
weekly wage of 155s. to London 
bookbinders. 


* ADVERTISING MANAGER’S CORNER ] 


Feeling testy? 


A lot of people get short-tempered and touchy about things 
that are happening miles away when what matters most to 
them is waiting*to be attended to right there under their 
noses. When an advertising manager has made a promising 


start with a new campaign and then can’t find ideas to keep 


it going, he doesn’t need to go outside his own office to find 


a “ tail” to worry about. 


will he let things slide, or will he give Harris an innings ? 


distinctive showcards, 


HARRIS 


FIRM WITH 


THE 


HARRIS ADVERTISING LIMITED, wl ae STREET, LONDON, W.! 


Tel ; REG 


In his case the test question is, 


clever cut-outs by 


EXPERIENCE 


June 7, 1951 


Claude General Neon Lights Ltd., a subsidiary of the G.E.C. Ltd., 
celebrated their 21st birthday with a series of parties for their staff 
and work people. Here S. D. Moyse, managing director of Claudgen, 
with Mrs. Moyse is receiving S. C. F. Allen and Mrs. Allen at a 


London 


party. 


THAT new exhibition halls at 
the Army & Navy Stores, London, 
will open on June 18 with an 
exhibition of “Leathercraft 
Through The Ages,” organised 
by the Museum of Leathercraft 
and the Leather Footwear and 
Allied Industries Export Corpora- 
tion. 
* * 

THAT Associated Newspapers 
Ltd. (Daily Mail, Evening News. 
Sunday Dispatch) is adding a 5 
per cent bonus to the maintained 
final dividend on the deferred 
shares of 124 per cent, making, 
with the 74 per cent interim, a 
total of 25 per cent for the year 
to March 31, 1951, against 20 per 
cent for the previous year. 


THAT the Bisto Kids came to 
life in the hands of ventriloquist 
Billy Day at a party organised by 
Cerebos Ltd. at the offices of 
Alfred Pemberton Ltd. when film 
actress Sally Ann Howes pre- 
sented three housewives with 
cheques for their winning entries 
in the recent Bisto slogan com- 
petition. 
* * 

THAT Roland L, Green, adver- 
tisement manager of English Golf, 
flew to Birmingham on Monday 
by the new B.E.A. Helicopter 
Service, probably the first adver- 
tisement manager to make busi- 
ness calls by this particular mode 
of transport. 

7” - . 
THAT a series on the life of 
Sugar Ray Robinson is to appear 
shortly in the Empire News. 

* 7. * 
THAT W. H. Gollings & Asso- 
ciates handled the Ribena publi- 
city at the Wembley six-day cycle 
race. 


THAT the Canadian Montreal 
Standard is launching a new 
magazine supplement which will 
appear in the Saturday editions 
of many Canadian papers. 

* ~ . 
THAT Cadet Publicity Ltd. are 
to supply and erect stands, 
together with all electrical work, 
for an industrial exhibition at 
Farnham, Surrey. 

~ * * 
THAT as a result of negotiations 
with the Melbourne Herald, 
Australia, Colorgravure Publica- 
tions (a division of the Herald 
and Weekly Times) are to be sole 
agents for Pitkin publications in 
Australia. When quantities war- 
rant it Colorgravure Publications 
will also print and publish Pitkin 
books in Australia. 

. 7” - 
THAT the Scottish Alliance of 
Master Printers recently spon- 
sored a “Putting It In Print” 
exhibition at Aberdeen Art 
Gallery. 

* * ~ 


THAT Lt.-Col. H. Webber, 
chairman of the Publicity Club 
of Aberdeen, and publicity officer 
of the city, spoke on “Publicity 
and its value to Scottish Tourism” 
at a conference of the Associa- 
tion of Health and Pleasure 
Resorts at Southport. 


THAT Time acneii carried the 
recent Daily Express advertise- 
ment which listed their display 
advertising revenue alongside 
estimated figures for other 
national papers. 

*” - 
THAT Miss G. May Kirby, 
cashier to the British Poster 
Advertising Association, who has 
been with the Association for 
over fifty years, is to be presented 
with a television set by the 
Association as a mark of appre- 
ciation for her services. Seventy- 
one years of age, Miss Kirby is 
not yet thinking of retiring. 

7. * 7 


THAT a daughter has been born 
to the wife of Bill Heard, mana- 
ger of the sales and marketing 
division of Colman, Prentis & 
Varley Ltd. 
* a * 

THAT with the issue dated June 
16, the selling day of John Bull 
will be changed to Wednesdays. 
Previously it was on sale to the 
public on Thursdays. 
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When someone asks 


“What do you know about 


otography ? 


CREATIVE PHOTOGRAPHY IN 
MONOCHROME AND GB corour 
for users of the printed page 


Ask STUDIO SUN, 49a Blandford St., W.!. Phone : WELbeck 286! 
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ADVERTISER'S WEEKLY 


* 

Festival Theme 
. 
In Window 
. 

Displays 
A model of the Spicers stand 
at the 1851 exhibition forms the 
Festival window display at 
Hatchards in Piccadilly. The 
stand and fittings were made by 
Artads Service Division of the 
City Display organisation to the 
specification of the advertising 
department of Spicers Ltd., who 
originated the design. 

Also tying up with the Festival 
are Clayton Brothers, London 
mineral and table water manufac- 
turers, who have launched a new 
window display series. Designed 
by W. M. de Majo (assistant 
designer, P. Harvey) these new 
units are being distributed by the 
City Display window dressing 
organisation. 


PRACTICAL MEN 
WILL BE NEEDED 


Eric L. Thomas (Border Coun- 
ties Group) in his address as re- 
tiring president of the Young 
Newspapermen’s Association 
urged the Association to provide 
instruction over the whole realm 
of newspaper activity—editorial, 
commercial, and production. 

Sound management was the 
only insurance against the prob- 
lems facing the newspaper 
industry. 


50 GUINEA 
PRIZE 


Thos. Parsons & Sons Ltd. offer a prize of 50 guineas for the 
best motif design which commemorates the completion in 1952 
of the Company's 150th year of existence. 
be suitable for posters, merchandise, ete., 


on, or aflixing to, stationery 


title, or the word 
permanently, 


dignified, 
quality. 
is preferred. 


property of Thos. 
prize of 50 guineas, 
of 10 guineas. 


on the back of each entry, 


whose decision will be final, 


and advertising matter. 
be accompani-d by an additional drawing of the firm’, full 
“Parsons”, 
and which must therefore be of unique design. 
It is strongly advised that both designs should be simple and 
and in keeping with the Company’s tradition of 
Although colour may be used a monochrome scheme 


The entries will be judged by the Directors of the Company, 
and if no entry is considered 
suitable they reserve the right to withhold the award of any prize. 
The Company will not make use of any design unless a prize 
has been awarded to the competitor who submitted it. 

The copyright of all prize winning designs will become the 
Parsons & Sons Ltd. 
there will be two consolation prizes 


The name and address of competitors should be clearly written 
but no entries will be returned 
unless accompanied by a stamped addressed envelope. 

The closing date will be 31st July, 1951. 

Employees of the Company are not eligible to compete. 


Entries should be addressed to : ‘‘ Competition "’ 


THOS. PARSONS & SONS LIMITED 
70 GROSVENOR STREET, NEW BOND STREET, LONDON, W.! 


Ten Countries 


Agree Ad. Code 


At the biennial Congress of the 
International Chamber of Com- 
merce to be held af Lisbon 
June 11—16, topics to be studied 
include progress in the adoption 
of the 1.C.C.’s “Code of Standards 
of Advertising Practice.” 

The Code has so far been 
adopted by the main professional 
organisations of ten countries. 
Methods of promoting higher ad- 
vertising standards will be dis- 
cussed at a meeting presided over 
by Ivor Cooper (United King- 
dom), Head of Marketing Ad- 
visory Division, Lever Brothers 
& Unilever Ltd., which will also 
review media research and effici- 
ency of advertising. 


This design should 
and for overprinting 
I> ‘must 


which it is desired to, use 


In addition to the 


JUNE 


POINT OF SALE PROMOTION SELLS 
MILLINERY BEST IN AMERICA 


“Millinery manufacturers in 
America do not believe in adver- 
tising direct to the public. It is 
psychologically bad,” declared 
Nathaniel Spector, vice-president 
and director of Millinery Promo- 
tions Inc., New York, when he 
spoke to British millinery makers 
in London. 

The reaction of the public, he 
continued, to exhortations by 
manufacturers to wear a hat was: 
“It’s his business to sell hats. So 
what!” 

The procedure in U.S.A. was 
to persuade the retailers to put 
over hats to the public. The 
shops were in direct contact with 
the final consumer and could 
“sell” millinery with far less 


-~ blatancy than could the makers. 


} 


They could do it through their 
own advertising and general pro- 
motion in the store. Manufac- 
| turers were willing to help finan- 
cially, but only to a_ limited 
extent. 

The aim of the U.S.A. millinery 
producers was to get women to 
| buy six hats a year, but they were 
| up against a big obstacle in the 
hairdressing industry. They had 
tried to enlist the aid of the film 
| industry to help in premotion of 
| hat sales. “Although in all pic- 
| torial propaganda sent out by the 
stucios about third-class film 
| stars they are featured wearing 
hats, they absolutely refuse to put 
hats on the first-class stars,” Mr. 
Spector stated. 


Waste Paper Drive 


In Ireland 


A country-wide wastepaper col- 
lection campaign is being organ- 
ised in Ireland by the Irish Paper 
Mills Association Ltd., and the 
Irish Waste-Paper Merchants’ 
Association. 


Representing Publications 

Dayton Press Ltd. have been 
appointed British representatives 
| for Fawcett Publications, exclud- 
ing Mechanix Illustrated. They 
are also to be London representa- 
tives of Midland Hairdresser and 
Beauty Specialist, advertisement 
representatives for Great Britain 
| and Eire of The Indian Pharma- 
| cist, and sole advertisement repre- 

sentatives for The Voice of 
Youth. 


Ad. Code Move 
By Furnishers 


The National Association of 
Retail Furnishers proposes to 
discuss the question of “mislead- 
ing advertisements” with officials 
of the Newspaper Society. 

It is also in consultation with 
the Retail Trading-Standards 
Association for the purpose of 
preparing Code of Retail Adver- 
tising for retail furnishers. 

The executive committee of the 
National Association states that 
several cases of alleged mislead- 
ing advertisements have been 
referred to the Association during 
the past two or three months. 

Main objection is that ~ the 
goods advertised were not avail- 
able for sale, or not in sufficient 


quantity. 
Discussion has already taken 
place with the advertisement 


manager of one provincial news- 
paper carrying an advertisement 
complained of. The allegations 
have been denied by the retailer 
concerned. 


How Research 
Can Help Display 


“Research cannot take your 
job away from you. It stands 
behind you as a service,” John 
Lambert, research manager, F. C. 
Pritchard, Wood & Partners, told 
the British Display Association 
(London Branch). 

“Research will give you facts 
about the people to whom your 
display appeals and outline the 
situation within which you are 
creating,” he continued. 

“It can pre-test your displays, 
and, if carried out over a longer 
period, may provide some con- 
clusion on the effectiveness of 
display.” , 

There was great necessity now 
for research, Mr. Lambert went 
on, because of the changing trend 
of distribution—including the in- 
troduction of self-service stores. 

The section’s chairman, P. H. 
Whitney-Coates, display manager, 
I. & R. Morley Ltd., announced 
that the next meeting, on June 15, 
will be a brains trust conducted 
by Donald McCullough. 
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| Publications News and Notes 


High-Speed Cover 
For T.T. Races 


Exceptionally high-speed cover- 
age of the T.T. Races was pro- 
vided by the Motor Cycle. 
Photographs and stories of the 
international junior and club- 
man’s junior events on Monday, 
were flown back the same even- 
ing—in the special Miles Gemini 
aircraft owned by Flight and 
rushed to London for overnight 
photogravure printing. 

The complete issue, containing 
a fully-illustrated commentary, 
was on sale in the Island on 
Thus copies were on 
the course less than 24 hours 
after the races and a full two 
days before normal publication 
was due. 

Another special issue, on June 
14, will provide a comprehensive 
report of the international senior 
and lightweight races and the 
senior clubman’s event. 

* » * 


Business, the Journal of Man- 
agement in Industry, celebrates 
the opening of the biggest-ever 
Business Efficiency Exhi>ition by 
publishing its biggest-ever issue, 
carrying over 100 pages of adver- 
tisements, including 20 in colour. 
Main editorial feature is a 100- 
page guide to the Exhibition. 


* ~ * 
“Model” Casting Directory 
gives illustrations and details of 
mannequins and photographic 
models of all ages. 
*~ * ” 


Paper makers are among the 
advertisers in the 1951 Festival 
edition of This Is Britain pub- 
lished by Clerke & Hannah Ltd. 
at 7s. 6d. Articles on sport, 
scenery, art, industry, and festi- 
vals, beautifully illustrated, are 
included in a 108-page publica- 


tion, finely produced on art 
paper. 
* * * 
A £500 Festival of Britain 


competition, open to all amateur 
photographers and overseas 
visitors, is being organised by the 
News Chronicle. 


L. W. J. Hancock, editor “Perkins 


News,” receives the Block 
Anderson Challenge Cup for the 
best house journal, from the presi- 
dent of the British Direct Mail 
Advertising Association, Sir 
Frederick Rowland. 
* * * 


Royal Air Force Review 
carries full colour advertisements 
in the June issue, now on sale. 
Full colour is also used on the 
cover, and in illustrations of 
badges of the Russian Air Force. 
Main features in a 40-page issue 
include an exposé “Inside the 
Russian Air Force”: and an ex- 
clusive account of the first jet- 
versus-jet combat in history. 

* * * 


Personnel Management, Wel- 
fare and Industrial Equipment is 
the new title under which 
Personnel Management & Welfare 
(Shaw Publishing Co., Ltd.) is 
published, as from the June issue. 
With the modification of title 
comes a brighter and more com- 
prehensive editorial presentation. 
Whole page advertisers in June 
include Celotex, Deosan, the Gas 
Council, Hygiene Products (Hi- 
Dri towels), Thomas de la Rue,- 
and J. and J. Wiggin. 


Germany, by Kar! Robson, is 
the sixth of a series of pamphlets 
prepared by the News Chronicle 
in co-operation with the Council 
ost Education in: World Citizen- 
ship. 


SILK SCREEN ARTS Lt? 


97 SHIRLEY ROAD. CROYDON 
ADODISCOMBE 3147-6 


HIGHEST GRADE 
CLEAN & SHARP 
CRAFTSMANSHIP 


SPEEDY SERVICE 
\ EXPRESS / 
DELIVERY 


DAYLIGHT GLOWING POSTERS 


| 


EXHIBITION STANDS AND 
DISPLAYS OF QUALITY 


T. ROBINSON 

STUDIOS, LIMITED 

72a Plough Rd., Battersea, S.W.1I 
Tel. Nos. Battersea 5300 & 4886 


CLASSIFIED ADVERTISEMENTS - 


ADVERTISER'S WEEKLY 


(Continued from page iii of cover) 


APPOINTMENTS WANTED 


Experienced and versatile 


PUBLICITY MANAGER 


Good organiser able to pre- 
pare layouts and copy from 
own ideas 


SEEKS CHANGE 


Knowledge of print, typo- 
graphy, blocks, art work and 
photography; display, exhibi- 
tions and outdoor promotions. 
National newspaper experi- 
ence. Salary £1,300—£1,500. 


Box 9627 
Advertiser's Weekly, 180 Fleet St., E.C.4 


ADVERTISEMENT MANAGER, 
energetic, experienced space salesman, 
with first class agency connections, 
national and technical publication cx- 
per . secks change to Publisher 
Offering real prospects. 

Box 9638 Ad. Weekly 180 Fleet St BC4 

EXPERIENCED LETTERING ARTIST 
requires situation, London area. £520 
D.a 

__ Box 9639 Ad. Weekly 180 Fleet St EC4 

GENERAL ARTIST secks change. Studio 
and agency experience Adaptable to 
layouts, roughs, finished drawings and 
lectering. Good creative sense. 

Box 9640 Ad. Weekly 180 Fleet St BC4 


good 


ADVERTISING MANAGER, widest ex- 
perience in all branches of advertising 
secks change. Good writer and buyer. 
and a keen watchdog on wasteful cx- 
penditure. 

Box 9632 Ad. Weekly 180 Fleet S: EC4 


ADVERTISEMENT DIRECTOR 
Experienced space selling and adminis- 
tration on National press: Weeklies 
Monthlies and specialised publications 
desires position in London calling for 
initiative and sound selling. For con- 
sultation and further particulars replies 
appreciated to 


Box 9622 
Advertiser's Weekly, 180 Fleet St., E.C.4 


ADVERTISING MANAGER now |iving 
permanently in Dublin, first class Lon- 
don Agency experience, late advertising 
manager to leading British and Ameri- 
can concerns, and possessing excellent 
all-round knowledge and experience of 
various markets, offers his services in 
Ireland on any reasonable basis 

__Box 9623 Ad. Weekly 180 Fleet Si EC4 

PRINT REPRESENTATIVE = requires 
Position with sound, progressive ictter- 
press firm. Good connections, capable 
of expansion 
Box 9624 Ad. Weckly 1£0 Fleet St BC4 


YOUNG ASSISTANT Advertising Mana- 
ger famous concern wants more 
scope. Wide experience copywriting/ 
visualisation, sound on Production and 
right contacts. If you want to com- 
plete a Creative Group, an Assistant 
Account Executive, or an Advertising 
Manager for a firm still growing, write 


to: 
_ Box 9625 Ad. Weckly 180 Fleet St EC4 
DESIGNER secking post in textile trade 
interested in woven and printed fabrics 
4 years’ training at Royal College of 
experience, moderate 
-"Smiths,”” 100 High 
Strect, Bromicy. Kent. 
PHOTOGRAPHER. Commercia! 
expetienced advertising agency require- 
ments. Can control Receni!y man- 
aged large department—now available. 
Box 9648 Ad. Weekly 180 Fleet Sc EC4 
CoP YWRITER/VISUALISER with icad- 
ing London Agency secks spare time 


wor! 
Box 153 Ad. Weekly 180 Fleet S: EC4 


FREE LANCE SERVICES 


fully 


DRAWINGS for every purpose by ecx- 
perienced commercial artists 
Partridge, 23 Bloomsbury Square, 
W.C.1. MUS 7181. 


VERSES (greetings, etc). Writer secks 
new contacts. 

_ Box 9641 Ad. Weekly 180 Ficet St BC4 

FREE LANCE COMMERCIAL Artis: 
offers services. Can_ produce high 


standard layouts and finished artwork. 
No retouching. 
Box 9605 Ad Weekly 180 Ficet St EC4 


FREE LANCE SERVICES 


TECHNICAL ILLUSTRATION for re 
oduction. ctouching, Exploded 
iews, Perspective ings. 


el.; Acorn 65 


BUSINESS OPPORTUNITIES 


MAGAZINES. foyies arrange postal 
subdscr.piions for all British magazines 
and per.odicals and almost all American 
and Continema! Pub.ications. W. & G. 

1 (Subscription Depart- 

. Charing Cross Road, 

London, W.C.2. 

PHOTO-UNION LTD., all photographic 
services and facilities. Studio House, 12 

_ Soho Square, W.1. GERrard 7184. 

ADVERTISER wishes to purchase out- 

running Agency i 


concern. 

_ Box 9626 Ad. Weckly 180 Fleet St EC4 

DIRECTORSHIP available in fully re- 
cognised Agency to applicant with 
business to place and small capital to 
invest. Strictest confidence. Hereward 
Scott Davies, 3 St. Helens Place, E.C.3 


SHOW CARDS, CUT-OUTS, 


Book Jackets, Advertising Folders, 
etc., by photo-litho or letterpress 
(own photo-litho process plant.) 
CARILLON PRESS LTD. 

Fine Colour Primers, Bournemouth 
clephone: Boscombe 36835 
London Office: 98-100 Fleet St., E.C.4 
Phone CENtral 1740 


ACCOMMODATION 


ACCOMMODATION available for 
lance artists in well equipped studio in 
Holborn, Write Box 212, c/o 7 Coptic 
Street, W.C.1 
STUDIO SPACE offered to Commercial 
100 yards Paddington Station. 
heat, phone, service. Occasional 
3 guineas weekly. Milord, 
_ Thanet House, Craven Road, W.2. 
EXCELLENT Studio space and work for 
free lance all-rounder, or figure 
_ Box 9611 Ad. Weekly 180 Fleet St BC4 
SIUDIO SPACE available in W.C.2 
Nomina! rent, telephone—areo- 
and opportunity of 


equipment 
work 
Box 9643 Ad. Weekly 180 Fleet St BC4 


PRINTERS 


LONDON PRINTER having reasonable 
stocks available of Double Crown, 
Quad Crown and Quad Demy wash- 
coated papers, requires jobbing and 
catalogue work . Prices, quick 
deliveries. rite, Box 71, c/o 
Whites’ Ltd., 72/8 Fleet Street, B.C.4 


SALES AND WANTS 


ART PAPER and boards available for 
good class printing by London Printer. 
Ring AMHerst 2391. 


PAPER FROM STOCK 
(Subject to being unsold) 
White Bank S/O L/P II Ibs., 
Cream Wove L/P 18 Ibs., Dup- 

licating paper, envelopes, etc. 


J.N.P. (London) LTD. 
2 Middle St., E.C.1. Met 6322; Mon 2402 


SPECIAL ANNOUNCEMENTS 


See May 17 issue of Advertiser's 
Weekly pages 326-327 for the 
Advertising Services and 
Supplies Section. June 14 will 
be the next issue containing 
these services. 
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ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 


~ 


Assistant to 
Chief of Creative 
Department 


We think this is probably a job 
for a man over 40 years of age. 
He must have behind him a good 
creative record and he must be 
able to point to proved ability 
in handling staff. 

The duties will be primarily 
creative but they will also 
embrace the allocation of work 
to copywriters and visualisers 
and the “ progressing ” of such 
work through to the finished 
rough stage 

Fullest details of experience and 
salary required will be 
appreciated. 


Dorland 
Advertising Ltd. 


18-20 Regent St., London, $.W.1 


ADVERTISING MAN. Excelient oppor- 
tunity an with initiative and 
energy have practical cxperi- 
ence in originating ideas, writing techni- 
cal copy and controlling production, 
including direct mail. Write with full 
details of age, experience and types of 
work handled (specimens not required 
in first place). Scholl Mfg. Co. Ltd., 
ise{ 206 St. John Street, London, 


EXPERIENCED 
artist required 
ing) Lid., 11 
chester 


ADVERTISEMENT REPRESE NTATIVE 
wanted with selling experience on 
technical and trade journals for well- 
known technica! monthly with excellent 
prospects of management later. Salary, 
commission and expenses are offered 
together with guaranteed to 


“Lettering and layout 
Pratt & Co. (Advertis- 
Albert Square, Man- 


| 


| 


RATES: 
APPUIN gy WANT 
classifications, 4s. per 
charge, one lime plus 9d. covering 
advertisements under 


APPOINTMENTS VACANT, 3s. 6d. per lime. 35s. per 
3s. per lime, 35s. per display 
line, 45s. per “Gates —— 


et a Al other 


inch. ~~ a 


postage. Series application: all 
seven insertions MUST or ‘PREPAID. “> “Advertiser's 


Weekly,” 180 Fleet Street, London, E.C.4, 


CHAncery 8844. 


APPOINTMENTS VACANT 


CANDIDATES FOR 


THE A.A., 1.1.P.A., and 1.S.M.A. 
EXAMINATIONS 


are offered a coaching service 
which has won remarkable 
successes, including a large per- 
centa P of the A.A. Diplomas 
awarded in recent years and 
iS MA's Pickup Medal in 1944, 
1946 and 1948. We also offer 
non-examination Courses, both 
comprehensive and specialised, 
in modern Advertising, Sales- 


BBC invites applications for 
Assistant in Charge, 
tions Editorial Section, 


post of 


numerous illustrated yale 
Pamphicts. Sound typographic 

perience, a knowledge of ~~ o- 
cesses and the ability to lay out = 
trated pamphiets in an informative _ 
attractive manner are esse 

cational experience, preferably in con 
nection with visual aids, would be an 
advantage. Salary £745 (possibly higher 
if ——- exceptional) 

ann increme! 

pe A 


addressed envelope. 


manship, and Sales M 
Send for our 28-page booklet 
“‘Advertising’’ or ‘‘Salesman- 
ship and Sales Management”’ (36 
pages). Each is packed with 
a information. They are 
ree. So are the willing services 
of our Advisory Department. 
INTERNATIONAL CORRESPONDENCE 
SCHOOLS LTD., Dept. A.W. I! 
International Bidgs., Kingsway, W.C2 


VERAL ARTIST required for pub- 
lishers’ studio. Some figure work 
advantage. Salary £6-£7 per week. 
po gee of age and experience, in 


confidence, to 
Box ' 9633 Ad. Weekly 180 Fleet St EC4 
have a position 


& Co. 
as Junior in their Bond Street Adver- 
tising Department for a well-educated 


Street, 


Tetoucher with general 
drawing 


TECHNICAL WRITERS soantees, Writ- 
ing ability 
technical background, 
anical, 
elecuronics) » 
marine instrument experience an oven 
tage. Apply with full details of er 


Manager, Sperry Gyroscope 
Limited, Great West Road, Brent 


SU SUB-EDITOR: man or woman in =a 


on domestic arts-architecture, 

tion, design, garden a. etc., 

be useful. Must be member of N 

_ Box 9620 Ad. Weekly 180 Fi Fleet St Ec4 


Exhibition and Display 
Some estimating experience 
State full particulars to 


s 
quired for 
makers. 
necessary 


Department, of engineering concern 
in Coventry, variety of interesting work 
—press. print and exhibitions. Good 
= and salary, 5 day week. 
Box 9 3618 Ad. Weekly 180 Fleet St EC4 
EXPERIENCED ‘SPACE SALESMAN 
for established monthly illus- 
trated magazine selling to select public 
all over the wore. ig ENERO by 
commission. Expe 
Box 9619 Ad. Weekly. 180 Fleet St EC4 


ability ¢equired by studio 

National Accounts, now in 

of 1" Good 
portunity for right ma 

Box 9571 Ad. Weekly 180 Fleet St EC4 


COMMERCIAL ART 
REPRESENTATIVE 
required with good connection. 


Unusual opportunity and terms for 
suitable man. Weite 


Box 156 


Advertiser's Weekly, 180 Fleet St., E.C.4 


ELL-KNOWN Chemical Company in 
we cf London invites applications 
from experienced advertising man 
about 30 years of age to take sora 
advertising ond ae in Grea’ 
Britain and o' Push, originality 
and ability to “wrhe, articles for Press. 
= some a a rf chemistry and 


essen according 
“tos 1B. 9530 


10 qualifications Box 
Ad. Weekly, 180 Fleet Street, E.C.4. 


PUBLICITY ASSISTANT 


Wanted by the British Oxygen 
Company to handle production of 


commence. Pension scheme. Present 
staff know of this vacancy. he full 
details, age, experience, etc 

Box 9615 Ad. Weekly 180 Fleet St EC4 


SMEE’S 


have vacancies for 


JUNIOR LAYOUT MAN 
Able to prepare finished 
roughs, adaptations, etc. With 
good knowledge of typo- 

graphy. 
VOUCHER CHECKING CLERK 


Young man or woman, pre- 
ferably with some experience. 
Write or phone 
SMEE’S ADVERTISING LTD. 


3/5 Duke St., Manchester Sq., W.! 
WELbeck 0774 


Are You 
A STUDIO 
REPRESE ereunewns 


With an bli 
who is not getting the saline 
you desire? If so, you are in- 
vited to submit, in writing, such 
information as may be deemed 
necessary, so that an assessment 
can be made of your standing 
and potentiality with a view to 
arranging a personal appoint- 
ment at a later date with the 
Advertiser, the Proprietor of a 
leadi London Studio. Every 


Road 1 
c 


DISPLAY MAN for auto accessories and 
car showrooms. South-Eastern area. 
Experienced man with modern ideas of 
presentation. Knowledge of motor in- 
dustry an advantage. Ability to drive 
essential. Write fully, — age, ¢x- 

rience, salary required 
»x 9617 Ad. Weekly 180 “Fleet St EC4 


reply will be treated with the 
strictest confidence. 


Box 155 
Advertiser's Weekly, 180 Fleet St., E.C4 


Catalog Brochures and other 
publicity material, as required by 
our Medical Section. Applicants 
must have had previous experience 
of layouts and be able to write fair 
copy. Experience of medical appara- 
tus is not essential. Reply stating age, 
experience, and salary required to 


THE BRITISH OXYGEN COMPANY LTD. 


Bridgewater House ~ Cleveland Row 
St. James’s, S.W.! 


’Phone your Classifieds 


SOUTH COAST. 
ticket-writer sy * 
ood opportunity for an improver or 
young full hand to join a ee live 
display house in seaside to 
Box 9636 Ad. Weekly 180 Fleet St EC4 
YOUNG MAN, not over 23, wanted for 
Production — pea of busy Agency. 
Good opport 
Box 9634 ‘Ad. Weekly 180 Fleet St EC4 
YOUNG LADY required to handle pro- 
duction work in busy mag 
Agency. Must be ex uic! 
and accurate. orn. og El detail of 
work to date 


Bor § a8 Ad. Weekly" ‘igo Fleet St EC4 


1951 


APPOINTMENTS VACANT 


A LARGE ENGINEERING COMPANY 
has a 


VACANCY 
in their 
PUBLICITY 
DEPARTMENT 
in London 


June 7, 


Excellent opportunity for 
keen, energetic, adaptable 
man with good experience, 
and some knowledge of 
engineering. Write giving 
age, experience and salary 
required to 


Box 154 
Advertiser's Weekly, 180 Fleet St., E.C.4 


ye NOVELTIES Lid., > some 


don, Provinces. Excellent 
Charterhouse Square Mews, 


POSTER WRITER: For Display and 
Exhibition work—Apply Window Arts 
et. 9 land Mews, Paddington, 


my th thy _ PROD 
required by 
* Applicants should be 


support. 
London, 


N 
The 


telephone manner. 

of publishing preferred, but not essen- 
tial. Apply in own handwriting. stating 
age and experience to Ma: . 
The a 28 Essex Street, Lon- 


ed = for 
of Advertiser's 
Commencing _ sala 
strict confidence, 
Manager 180 Fleet Strect, 


JUNIOR (male or female), aged about 
18 required for newspaper proprietors. 
Experience copy, checking, vouchers an 
advantage. Typing essential. Write, 
giving particulars of experience if any, 
and salary required to 
Box 9631 Ad. Weckly 180 Fleet St EC4 


WANTED IN 
HONGKONG 


An Accounts Executive 
who must also be a good 
Copywriter, age about 
25, is sought by leading 
advertising agency. Salary 
£1,000 per annum, or 
above, according to 
Excellent 
full 


qualifications. 
prospects. Write, 
particulars 


Box 9629 
Advertiser's Weekly, 180 Fleet St., E.C.4 


VOUCHER CHECKING and account 
clerk eens by leading Advertising 


Agency. 
Box 9621 ne “Weekly 180 Fleet St EC4 


to CHA 8844 (Ex 23) 
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June 7, 1951 


APPOINTMENTS VACANT 


hy gy Vacancy —- in West 


Sad Agee for firs c peotuction 
man. AA - knowl- 
edge of type and blocks and be capable 
of handling high class sales literature. 
Position carries good salary with holi- 
days this year. Flesse wine Sully stating 
| agg ge salary required. 

9645 Ad. Weekly 180 Fleet St EC4 


PERSONAL 
ASSISTANT 


wanted 


by General Business Man- 
ager, of a busy and well 
equipped Art Studio. Able 
to undertake a representa- 
tion with some adminis- 
trative ability. Knowledge 
of production would be 
beneficial. Please send full 
details personally to Claud 
Wyatt, 


GRAPHIC ARTS LTD., 


position. Alfred Bates 
& Son Lid. wit Flea Si. BCrs 
Vv i Agents i 
young y charges for 


\VERTISEMENT 
~yt oe + national X- 
net 50,000). Must be a 
enced space-ta a i Particulars of 
and record 


in strict confidence to 
fiox 9630 Ad. Weekly 180 Fleet St BCs 
INVOICE TYPET ce uired for pe 
tri 


salary requir 


Box 151 Ad. i Weekly. 180 Fleet St BC4 
PROCESS ENGRAVERS, London, re- 


he weed 180 Fleet St BCA 


CLASSIFIED ADVERTISEMENTS 


Ca A 
want... 


ONE LAYOUT MAN 
preferably with store experience, keen fashion 
sense and ability to lead small creative team in 
production of solid selling advertisements. Age 
under 28. This is a grand job with a good salary, 
four weeks’ annual paid holiday, first class work- 
ing conditions, 


ONE PRODUCTION MAN 
must be reliable, with detail mind that misses 
nothing. Age under 26. Good salary, assured 

prospects, four weeks’ annual paid holiday, excel- 

lent working conditions. 

ONE COPYWRITER 
preferably woman age under 28 with retail selling 
background, common-sense outlook and crisp 
fashion copy. Good salary, four weeks’ annual 
paid holiday, first class working conditions. 


ONE FASHION ARTIST 
age under 25, with clean crisp fashion style, 
experienced in working for the Press. Good salary, 
four weeks’ annual paid holiday, excellent working 
conditions. 


TWO TRAINEES 

young men aged under 20, plodders who can keep 
going on detail work without making mistakes. 
Excellent prospects in Production Studio for two 
such young men and good salaries while in 
training. 


NOTE: These vacancies at C & A are additions 
to the present staff. All jobs carry good salaries 
and four weeks’ annual paid holiday. Present 
holiday arrangements will be respected. Applicants 
should apply in writing, stating age, experience and 
present salary to Advertising Manager, C & A 
Modes Ltd., North Row, Marble Arch, London, 
W.1. No Specimens. 


’Phone your Classifieds to CHA 8844 (Ex 23) 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


A VACANCY occurs in our studio for a 
femaic greeting Artist. 


ications will 
commission basis 

ey particulars to 
9628 Ad. Weekly 180 Fieet St BC4 
WEST END AGENCY has Itevonting 
post for woman with ——_ M 
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uired for assisti 

required | ng i 
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fission Ad. Weekly 180 Fleet St BC4 


APPOINTMENTS WANTED fim 


YOUNG LADY requires progressive 
woman for exhi' 


Sele Aa” Weekly 180° Pleet St BCS 


ve experience. 

io bie es oe post where 
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ADVERTISER'S WEEKLY 


PRINTEGRITY IS THE ESSENCE OF 
THE PRINTING SERVICE WE OFFER 


~craftsmanly integrity in the production of 
Letterpress and Lithographic printing. Business 
integrity-the reputation for keeping a promise 
and respecting a confidence. 


Here every aid is yours :~Process Engraving, 
Stereotyping, Deep-etched Offset, Bronzing, 
Embossing and Finishing. 


Send us your enquiries. You will not be 


disappointed. 


FOSH & CROSS LTD., 80-92 MANSELL STREET, LONDON, E.! 


Telegrams :—PRINTRADE, LONDON. Telephone :—-ROYAL 1731 (10 lines) 


Tuurspay, June 7, 1951 


S. a copy 
5 

Rat es 
55/- (overseas) 


Re 


STOP PRESS 


PULP PRICES 


Paper trade much encouraged 
by news from pcandinavia of 


pulp 

&110—2£112 per ton bieached. 
Prices mechanical pulp (princi- 
pal ingredient - sewepriat) 
mostly nxed over whole year but 
buyers whose contracts are on 
quarterly basis will pay about 
&A6 a ton—&2 increase. 


tions possible. It will take time 
before 


NEWSAGENTS MAKE 
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eaflets inserts in 
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CAMPAIGN NEWS 


eienal daili Agents 
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